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THE NATIONAL NEWSPAPER OF MARKETING 


T. A.M. Craven, 
UHF Advocate, 
Takes FCC Seat 


Wasnincron, July 5—An ex- 
pert. engineer and advocate of uhf 
television took his seat on the 
Federal Communications Commis- 
sion this week, as the commission 
awaited industry reaction to pro- 
posals for eventual transfer of tel- 
evision to the uhf band. 

Former Commissioner T. A. M. 
Craven returned from 12 years in 
private engineering practice to be- 
gin a new term on the commission 
at a time when the commission is 
asking industry members to join 
in a “crash” program to develop 
uhf transmitters and receivers 
which will be comparable with 
— currently available for 
vhf. 


® As an engineer, he has advocat- 
ed the widespread use of uhf in 
order to accommodate more tv sta- 
tions. At FCC he will have to vote 
* soon on proposals to make final 
the commission’s recent decision 
“proposing to keep vhf service out 
of 10 markets which are currently 
all or predominantly uhtf. 

Initial industry comment indi- 
cated applicants or permit holders 
who have been hoping to bring 
vhf service to these uhf areas in- 
tend to resist FCC’s plan. In addi- 
tion to demanding administrative 
hearings, they will probably go to 
court in an effort to prevent the 

(Continued on Page 84) 
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TAKE IT SLOW—Coats & Clark, New York, starts the largest ad cam- 

paign in its history, emphasizing needlecraft as a means of relaxing. 

The campaign will be kicked off with b&w spreads in the Septem- 

ber issues of Good Housekeeping, McCall’s, Woman’s Day, pattern 

books and farm and needlecraft publications, with the above copy. 

The schedule, totaling 55 pages and running through November, is 
being handled by Kenyon & Eckhardt. 


India’s Parliament Votes to Shift 
Government Ads to Indian Agencies 


106 Agencies (Grant, 
JWT Among Top 5) Place 
$12,000,000 in Business 


By G. J. Advani 
Bomsay, July 5—The Indian 
Parliament has passed a resolution 
urging that advertising accounts of 


government-owned enterprises be 


Elvis Presley-'The Man Who Beat 
Sullivan’-Also Nicked Sindlinger 


PHILADELPHIA, July 5—Elvis 
(The Pelvis) Presley, rock ’n’ roll 
singer-contortionist, is credited 
with having thrown a slight crimp 
into a promising new system for 
predicting video ratings. 

Only three days after Sindling- 
er & Co., audience research com- 
pany here, decided to publicize 
its impressive ratings predictions 


rE Ree mene 
ae 


&, Nae 


sprver spry—Lever Bros. Co. is 
testing its new Instant Spry in sev- 
eral midwestern markets. This 
two-color ad appeared in mid- 
June in the Star-Courier, Ke- 
wanee, Ill. Foote, Cone & Belding, 


New York, is the agency. 


of the Ed Sullivan vs. Steve Allen 
competition, the supple vocalist 
showed up on Allen’s new NBC 
program, helped him beat out Sul- 
livan and incidentally mauled the 
Sindlinger forecast. Or so says 
Albert Sindlinger, president of 
the research organization. 

“It was those damned women 
who were so interested in Presley 
who upset our prediction,” he told 
AA. “NBC had him publicized 
more than we had allowed for.” 


® As it turned out, Sindlinger was 
on the right track but got outrun. 
Last Saturday the company pre- 
dicted that the Sunday evening 
Allen show (July 1) would get 
40% of the NBC-CBS audience, 
compared with the one-third it 
had garnered the week before. In- 


= |Stead, Allen charged ahead to 


nearly a 60% Trendex figure, leav- 
ing the 40% for Sullivan and CBS. 

Back of this temporary road- 
block lay a one-shot forecasting 
success by Sindlinger which had 
the industry and the press taking 
notice. It all started early in May 


| when Sindlinger’s researchers be- 
gan making advance studies on tv 


shows and motion picture box of- 
fice figures on a nationwide basis. 

They found their predictions 
good enough to be worth a public 
trial. On June 23, Sindlinger fore- 
cast that the next night Sullivan 
would have an average audience 

(Continued on Page 84) 


placed with Indian-owned and 
Indian-controlled advertising 


agencies. 

The resolution demands that the 
government direct state-operated 
enterprises such as the railroads 
and airlines to show preference to 
Indian agencies. 

Targets of the resolution are the 
five leading advertising agencies 
in the country, two of them Amer- 
ican and three British: J. Walter 
Thompson, Grant Advertising, 
D. J. Keymer & Co., L. A. Stron- 
ach & Co. and Lintas Ltd. Stron- 
ach, while British-operated, 
largely Indian-owned; Lintas is 
the Lever Bros. house agency. 

During the debate in Parliament, 
it was pointed out that these five 
agencies handle 72% of the total 
advertising done in the country. 
Mrs. Violet Alva, who moved the 
resolution, cited this domination 
to show that Indian agencies have 
a legitimate grievance. 


@ She noted that J. Walter 
Thompson handles two large gov- 
ernment accounts, Air India In- 
ternational and Indian Airlines 
_(Continued on Page 42) 
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Differences Between Gallup, Readex, 
Starch Figures Highlight ARF Study 


New York, July 6—The Adver- 
tising Research Foundation today 
released Vol. II and Vol. III of its 
printed advertising rating meth- 
ods study, and the statistical-lad- 
en tomes show clearly that there 
are no uniformly accepted stand- 
ards of testing the effectiveness 
of an advertisement. 

Advertisers who plow through 
the three-volume study (Vol. I 
was issued two weeks ago) will 
find that the estimated audience 


Hughes Is Named 
Head of National 
Export Advertising 


New York, July 6—Thomas W. 
Hughes, who joined National Ex- 
port Advertising Service 30 years 
ago, has been elected president of 
the agency. 

Mr. Hughes, a vp since 1943, suc- 
ceeds Paul R. Kruming, who died 
last March in a plunge from a sev- 
enth floor room of the Barclay 
Hotel here. Mr. Kruming’s father 
established the agency in 1918. 

National Export is one of the 
leading agencies in the interna- 
tional advertising field. It handles 
strictly export accounts, working 
through a network of associated 
agencies in 49 overseas markets. 

In his 30 years of service with 
the agency, Mr. Hughes has visited 
most of the countries in the world 
to help clients in their foreign mar- 
keting operations. He told AA that 
the principal change in interna- 
tional advertising over the past 30 
years has been the wider range of 


is services which the agency provides 


clients. 


= Account longevity has been a 
feature of National Export’s oper- 
ations. Its oldest client, Quaker 
Oats Co., has been with the agency 
for 34 years. American Chain & 
Cable Co., Union Carbide & Carbon 
Co. and Warner-Lambert Interna- 
tional are clients of 30 years; Ester- 
brook Pen Co. 20 years; Borden 
Co., Corning Glass Works, and Na- 
tional Distillers Products Corp. 
for more than 10 years. More re- 
(Continued on Page 84) 


Last Minute News Flashes 


P&G Tests Secret Deodorant in Columbus 

New York, July 6—Procter & Gamble Co. this week started deliver- 
ies of a new blue cream deodorant called Secret, in Columbus, O., 
first test market. Promotion says that a “special discovery permits it 
to cool the underarm,” and that it also “calms” the skin. Secret comes 
in three sizes, from 29¢ to 69¢. Advertising will include tv and local 
print media. Leo Burnett Co., Chicago, is the agency for Secret. 


Colgate Will Test Spree Detergent 

New York, July 6—Colgate-Palmolive Co. is experimenting in its 
laboratories with a new heavy liquid laundry detergent, currently 
called Spree (a name Colgate has owned for some time). It wotld be 
competitive with Lever Bros.’ Wisk, now nearing national distribu- 
tion, and Procter & Gamble’s Biz, presently in several test markets 
(AA, April 30). Trade sources expect Spree to go into test operations 
this fall. Bryan Houston Inc. is expected to handle the product. 


Crider to Join Y&R in Hollywood as Radio-TV VP 


New York, July 6—Wickliffe W. Crider, who recently resigned as 
vp in charge of radio and tv at Kenyon & Eckhardt, is expected to 
join Young & Rubicam as a radio-tv vp in the Hollywood office. 


(Additional News Flashes on Page 85) 


for their ads may vary considera- 
bly, according to which research 
outfit is doing the testing. 


Robinson’s “aided recall,” Daniel 
Starch’s “recognition” and Read- 
ex’s “reader interest.” 


® The study was conducted by 
taking the May 16, 1955 issue of 
Life and using all three methods to 
measure readership. Ad-by-ad re- 
sults are shown in the study. Vol. 
III contains all of the ads surveyed. 
Opposite each ad is a tabulation 
of the differing results obtained 
by the three methods. 


What are some of the major 


findings? 

Not surprisingly, the Starch 
method turns up more readers 
than Gallup & Robinson’s tech- 
nique. According to the “recogni- 
tion” method, this issue of Life 
had 18,785,000 adult readers; Gal- 
lup & Robinson’s “aided recall” 
(Continued on Page 81) 


Fairchild, Hayden 
Will Publish New 
Electronics Books 


New York, July 5—Two pub- 
lishers this week announced new 
electronics weeklies. 

Fairchild Publications, in adver- 
tisements in its own publications 
and in The New York Times, an- 
nounced publication early in 1957 
of a tabloid weekly to be called 
Electronic News. 

Hayden Publishing Co. today an- 
nounced Electronic Week will bow 
in August. 

The Fairchild publication—Elec- 
tronic News—will be “edited for 
management and engineers inter- 
ested in news about the manufac- 
turing as well as the industrial 
sales levels of the electronics in- 
dustry.” Its publisher will be Wade 
Fairchild, grandson of the compa- 
ny’s founder, E. W. Fairchild, and 
son of Edmund Fairchild, secre- 
tary of the company and manager 
of its midwestern office, 

Until recently, Wade Fairchild 
has been on the advertising sales 
staff of Women’s Wear Daily and 
before that was manager of the 
company’s book division. Editor of 
the new publication will be Alfred 
D. Cook, until recently in charge 
of editorial research for the new 
paper and before that a member 
of the editorial staff of Daily News 


was told, but it is expected that 
(Continued on Page 81) 
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Congress’ Lone 
Adman Bits ‘Ad’ 
Valorem Postage 


Postal Rate Hike Bill's 
Chances Look Smaller 
as Adjournment Nears 


Wasuinctron, July 2—The only 
adman in Congress took the House 
floor today to warn that a proposed 
120% increase in the postal rates 
on the advertising portions of 
newspapers and magazines “would 
be a disservice not simply to pub- 
lications, but to the future of the 
country.” 

Rep. Bob Wilson (R., Cal.) told 
House members: “Advertising, I 
sometimes think, is one of the most 
maligned and least understood pro- 
*essions in the country. Admen are 
supposed to know how to use 
words, but we seem to use them 
* to sell everything under the sun 
except ourselves.” 

The proposed second-class in- 
crease would be spread over a five- 
year period. 

Mr, Wilson is a partner in 
Champ-Wilson-Slocum & Humph- 
rey, San Diego. 

After a preliminary skirmish, 
the House agreed to list the $430,- 
000,000 rate bill as the next major 
item of business on its calendar. 
Because of prolonged debate over 
the school construction bill, there 

(Continued on Page 83) 


Wabash Railroad 
Ads Stress Iis 
Modernization 


Sr. Louis, July 3—A national 
campaign to sell its personality 
and character as a modern rail- 
road is being conducted by the 
Wabash Railroad Co. 

The campaign, handled by 
Gardner Advertising Co., cashes in 
on the $125,000,000 postwar mod- 
ernization program of the line. Us- 
ing newspapers, tv, magazines and 
business publications, the cam- 
paign is beamed at two major au- 
diences—potential passengers and 
business men interested in mod- 
ern rail shipment of freight. 

Leo A. Brown, director of ad- 
vertising and pr of the Wabash, 
says, “The romance of railroading 
is as alive today as it ever was, but 
it has not been properly stressed 
in our advertising in the past. To- 
day the Wabash has more ad- 
vantages to sell than at any other 
time in its history. It not only has 
_ the traditional romance, but it al- 
(Continued on Page 83) 
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bash Railroad Co, aims for the 
busy business man in this ad in 
its new series. 


}|wines from three marks 


'|KLWT, Lebanon, 


BRIGHT SPOT—The fashion autocrats are decreeing “subtle” shades for 
milady’s wardrobe this fall, according to Max Factor, and “your 
one bold stroke is Red Contrast.” This color spread, introducing the 
new lipstick shade, will appear in the September Vogue. Color 
pages are scheduled for the October issues of Ladies’ Home Journal, 
Modern Screen, Photoplay and Seventeen. Radio and tv also. will be 
used, and coordinated retail promotions will be available. Doyle 
Dane Bernbach Inc., New York, is the agency. 


Curcaco, July 3—Whatever the 
eventual outcome, magazine pub- 
lishers, generally, face two nag- 
ging problems that draw many a 
frowning look and anxious com- 
ment: increasing publishing costs 
and a scarcity of paper. 

Higher costs, as one publisher 
put it, “seem always to be with us 
and are just a phase of the publish- 
ing business that must be tolerat- 


Taylor Sees More 
U.S. Wine Use Due 
to European Travel 


New Yorx, July 3—On the as- 
sumption that most Americans 
like to drink with their meals, 
Fred C. Taylor, president of the 
Taylor Wine Co., Hammondsport, 
N. Y., predicted today that wine 
consumption in the U.S. will in- 
crease in the next decade. 

Mr. Taylor, who returned today 
from a two months’ tour of Eu- 
rope, speaking informally at a 
press luncheon, said Americans 
are becoming more conscious of 
the benefits of using wine in cook- 
ing, as a result of more American 
travel abroad and of learning how 
Europeans use wine to advantage. 

Commenting on his European 
tour, Mr. Taylor said that sales of 
sparkling wines in Germany have 
risen from 8,000,000 bottles in 
1952 to 28,000,000 bottles in 1955. 
He cited two reasons for this: Im- 
proved ecofiomic conditions in 
Germany and other European 
countries, and reduction of the 
German excise tax on sparkling 
(about 
75¢) to one mark (about 25¢) per 
bottle. 


= “At the lower tax rate the Ger- 
man government is collecting more 
revenue,” Mr. Taylor said, “and 


B\the vintners are finding a better 


market for their grapes. 

“The same thing could happen 

in the U.S.,” he said, “if Congress 

would see fit to reduce the present 
(Continued on Page 87) 


Keystone Broadcasting 
Keystone Broadcasting System 


|| has added 10 new affiliates, bring- 


ing the total to 897. The new af- 
filiates are KNOG, Nogales, Ariz.; 
WSNT, Sandersville, Ga.; KILA, 
Hilo, Hawaii; KTOP, Topeka, Kan.; 
Mo.; KVHC, 
O'Neill, Neb.; WMSN, Raleigh, 
N. C.; WSRW, Hillsboro, 0O.; 
WBCR, Christiansburg, Va., and 
WIVI, Cristiansted (St. Croix), 
Virgin Islands. 


Magazine Publishers Face Twin Problems 
of Higher Costs and Possible Paper Shortage 


ed.” But the possibility of a paper 
shortage, and it’s more than just a 
rumor now, has many a publisher 
squirming as he recalls the skimpy 
rationing days of the war years. 
The paper shortage stems from 
two principal sources. In the first 
place, magazines have grown fat- 
ter both in terms of pages printed 
and in circulation. Secondly, the 
paper industry is not expanding 
rapidly enough to supply the add- 
ed demand for certain book papers. 
To heap coals on the paper fire, 
some mills have discontinued pro- 
duction of some weights of book 
paper to concentrate on other types 
of paper that yield greater profit. 


@ The shortage, so far, hasn’t 
caused any of the publishers sur- 
veyed by Apvertisinc Ace to re- 
duce the number of pages in their 
magazines, but it has got them ner- 
vously wondering what’s coming 
next. Some mills, reportedly, have 
put paper merchants on a quota 
or restricted sale basis. The mer- 
chants, in turn, haven’t found it 
necessary to short their regular 
customers yet, but they frequently 
(Continued on Page 66) 


Ads Are Business Investment, Not 
Media Subsidy, French Admen Hear 


Parts, July 3—The advertising 
business in France is likely to 
enjoy continued expansion for sev- 
eral decades to come, Andre Pia- 
tier, leading French economist, 
predicted at the 50th anniversary 
congress of the Federation Fran- 


‘Buy TV’ Boosters 
Flood Detroit with 
Survey Statistics 


New York, July 5—If surveys 
are the way to woo and win auto- 
mobile manufacturers, television 
can’t miss. 

Oliver Treyz, president of the 
Television Bureau of Advertising, 
opened the industry’s campaign to 
get what it considers a fairer share 
of the automotive ad budget with 
a special presentation in Detroit 
last week (AA, July 2). His argu- 
ments were documented with data 
collected by the Institute of Moti- 
vation in a 40-city survey. 

Almost simultaneously, ABC 
Television, which has not yet made 
its pilgrimage to the Motor City, 
released the results of a 16-city 
Trendex study showing that prac- 
tically all dealers—excepting Cad- 
illac—were “favorably inclined” 
toward video. 


® This week NBC released some 

of the information which Sylvester 

L. (Pat) Weaver, board 
(Continued on Page 87) 


Brokers, Rebates, Rake-offs Add Up to Chaos 
in Italy's Ad Business, Says CPV’s Thompson 


By Milton Moskowitz 

New York, July 5—Take it from 
Ray Thompson, many American 
companies exporting to Italy are 
throwing away dollar bills when 
they give their distributors an ad- 
vertising allowance. 

Mr. Thompson is managing di- 
rector of CPV Italiana, Milan, an 
agency established in Italy four 
years ago by Britain’s Colman, 
Prentis & Varley. In that short 
time, CPV has become the largest 
agency in the country, billing be- 
tween $3,000,000 and $4,000,000 a 
year. 


This rapid growth is a tribute to 


a 
INSPIRATIONAL—This mismatched poster for WREC-TV, Memphis, 
brought forth a bit of philosophical poesy from a Merrill Kremer 
Ine. account executive. 


Station's Outdoor 
Advertising Goes 


From Bad to Verse 


Mempuis, July 3—When WREC- 
TV started an outdoor poster cam- 
paign, it settled on a simple slo- 
gan: “There’s inore to see on 
Channel 3.” 

But one of the displays was 
posted with transposed lines. Be- 
fore red-faced General Outdoor 
Advertising Co. could set things 
right, phone calls from amused 
passersby poured into the station. 

The general confusion inspired 
this poem addressed to General 
Outdoor’s Memphis manager by 
Dr. R. M. Cooper, account execu- 
tive at Merrill Kremer Inc., which 


handles the account. 
We thought we’d written a catchy 
motto 
Until some poster man went 
blotto. 
His version shook us to the core: 
“To see on Chammel 3 there’s 
more!” 
And yet (folks being as they are) 


Than all the others that were 
right. 
So upside down, or hind-sight too, 
One striking message still comes 
through; 
agree ...« 
Fie more to see on Channel 


Advertising Age, July 9, 1956 


caise de la Publicite (French Fed- 
eration of Advertising). 

M. Piatier told the congress, 
which ended here Saturday, tha 
although advertising in France hag 
not yet reached optimum capaci 
expenditures currently are grow- 
ing faster than the country’s gross 
national revenue. 

He added that the statistical 
techniques and market research 
methods developed in advertising 
are proving to be important tools 
for economists. 

The congress was treated to a 
witty address on “Art in Adver- 
tising” by Prof. Rene Huyghe, 
chief curator of the Louvre Mu- 
seum and a distinguished author- 
ity on the history of art. 


® Prof. Huyghe developed the 
theme that the communication of 
ideas has, over the past half-cen- 
tury, tended to become increas 
ingly dependent on. visual mean 
of expression and less and 
less on the written word. He at- 
tributed this growing supremacy 
of pictures over words to the hec- 
tic pace of modern life; people 
nowadays just do not have time to 
think, so ideas must be fed to them 
not through the intellect bu 
through the senses. 
Drawing his examples from the 
field of poster art, a medium i 
which France excels, he showed 
how posters gradually have shed 
explanatory copy in favor of pure- 
(Continued on Page 87) 


CPV and Mr. Thompson, but it al- 
so may be taken as a sad commen- 5 
tary on the state of the Italian ad- 
vertising industry. 

Visiting the U. S. and CPV’s 
American affiliate, Gaynor, Col- 
man, Prentis & Varley, Mr. 
Thompson told AA the Italian ad 
business resembles a “jungle.” 

Media prices are negotiated. Cir- 
culation figures are not published 
—let alone audited—and an agency 
gets its 15% only if a client is 
willing to grant it, Mr. Thompson 
said. 


Italian distributors. He poin 
that it is “quite normal” in Italy 


service, 
prefers to make his own deals with 
media. 

The cated Italian agency 
keeps its media file under lock and 
key. “I have one key, and my me- 
dia manager has another,” Mr. 
Thompson says. 

The reason for the secrecy is ob- 
vious. Since media rates are nego- 
tiated individually, one of an 
agency's clients may be paying 
more than another for the same 
space in the same newspaper. 


® Some major Italian manufactur- 
Cinzano and Martini & Rossi— 
have developed their own ad de- 
partments and do not use agencies. 
Characteristically, each of these 
large advertisers always feels he is 

(Continued on Page 87) 
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Cott Hits Canada 
Dry in $18,000,000 
Treble Damage Suit 


New York, July 3—Cott Bever- 
age Corp., New Haven, has filed a 
civil anti-trust suit in federal dis- 
trict court here against Canada 
Dry Ginger Ale and ten of its di- 
rectors, charging they conspired to 
destroy Cott’s position in the field 
of fruit and flavored soft drinks. 
Cott is asking treble damages in a 
$6,000,000 action—a total of $18,- 
000,000. 

Canada Dry is charged with 
maintaining prices on its ginger 
ale and club soda at relatively high 
levels while cutting prices on 
more-costly-to-make fruit and fla- 
vored beverages in a procedure 
calculated to drive Cott out of 
business. Cott also charges Canada 
Dry gave special discounts where 
Cott had gained a strong market, 
but did not do so in other markets. 

As a result, the suit alleges, Cott 
was forced to sell its products at 
“the same uneconomic level” as 
Canada Dry and was forced to 
spend large sums for advertising 
to meet the situation. 


® The suit also contends that Can- 
ada Dry has been granting “exces- 
sive pouring allowances” to bars 
and restaurants to prevent other 
soft drink companies from entering 
the field. In effect, a “pouring al- 
lowance” is described as a discount 
to compensate for loss during the 
pouring of drinks. 

It is also charged by Cott that 
Canada Dry wants to maintain its 
hold on the “mixed drink busi- 
ness” in dining places and to gain 
strength for its own line of alco- 
holic beverages. 

Officials at Canada Dry declined 
to comment on the suit until their 
lawyers have had a chance to study 
it in detail. 


Naude 


Wingate O’Brien 


CIGARET COACH—J. J. Naude, director of Rothman of Pull Mall, 
London, and Riggio Tobacco Corp., New York, with John Wingate, 
NBC newscaster, and John O’Brien, Regent account supervisor at 


MacManus, John & Adams, New 


York, stand beside a 60-year-old 


coach, brought by air from London, to help introduce the new 
Regent cigarets in the New York market. 


Finn Tells NAEA Meeting... 


Despite Record Business, Newspapers 
Still Keep Up Race to Hike Ad Volume 


Head of Group Tells 


Ad Execs Newspapers Do 
‘More Intelligent Selling’ 


Victoria, B. C., July 3—News- 
paper advertising “troubles” in the 
summer of 1956 are the kind of 
nice troubles that go with record- 
breaking volume of business and 


shortages of newsprint. But deter- 


Advertiser Attitudes on Hiring Communists 
Range from Clear-Cut to Vague, Fund Finds 


New York, July 3—In the wake 
of the publication of the Fund for 
the Republic’s report on black- 
listing by John Cogley, former ex- 
ecutive editor of Commonweal 
(AA, July 2), considerable interest 
was aroused by the variation in 
attitudes disclosed by advertisers 
and agencies replying to the report. 

In the first place, comparatively 
few replied. The book quotes ten 
companies. Roughly speaking, they 
are divided into three groups: 
those who have a clear-cut policy 
against the hiring of ‘Communists 
or front sympathizers; those who 
depend on their agencies to make 
decisions in these areas, and those 
who replied so generally as to 
make any sharp definition impos- 
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CONVENIENCE CHAMP—Owens-IIli- 
nois Glass Co. will kick off an ex- 
tensive ad campaign for its new 
no-deposit quart bottle with page 
ads in the July 10 issue of Look 
and in Life for July 12. The ad al- 
so will run in newspapers in 37 
markets. 


sible. 
Here’s the way the ten com- 
panies broke down: 


ClearCut Policy Against 

Procter & Gamble—“We would 
never knowingly engage a Com- 
munist for any of our radio or tele- 
vision programs. Also, we would 
never knowingly engage anyone 
who aids either directly or indi- 
rectly the Communist cause. We 
carry out this policy in the em- 
ployment of literally thousands of 
people in connection with our ra- 
dio and television programs...” 

Jos. Schlitz Brewing Co.—“Our 
company would not, knowingly, 

(Continued on Page 60) 


mination not to let down in the 
race to increase total advertising 
volume and to enlarge newspapers’ 
share of the advertising was dem- 
onstrated clearly at the summer 
conference of the Newspaper Ad- 
vertising Executives Assn., held 
here last weekend. 

Karl T. Finn, NAEA president 
and advertising director of the 
Cincinnati Times-Star, sounded 
the keynote when he reported that 
the first five months of this year 
show substantial gains in news- 
paper advertising over 1955, which 
was the previous record, and that 
all present indications are for 1956 
to set new high marks in all areas. 


® But even larger potentials exist 
for the future, he said, and con- 
tinued united and complementary 
efforts by newspapers and news- 
paper associations will help make 
the potentials an actuality. News- 
papers are now doing a better and 
more intelligent selling job than 
they have ever done, Mr. Finn 
said, paying tribute not only to 
the work of NAEA but of the Bu- 
reau of Advertising, the American 
Newspaper Representatives Assn. 
and the National Newspaper Pro- 
motion Assn. All these, he said, are 


(Continued on Page 20) 


Rich, Rich: Mild, Mild: Still Tops .. . 


Cigaret Sales Rose 3% 
in ‘55; Ad Costs Up 1% 


Gains by Filter Brands 
Tip Scales, Offsetting 
Dips in Kings, Regulars 


Cuicago, July 5—After two un- 
easy years of graduaily slipping 
sales, the cigaret industry showed 
a gain in 1955 of 3.1%. And 1956 
shows even more promise for the 
beleaguered tobacco men. For the 
first five months this year, Inter- 
nal Revenue Service reports show 
that factories turned out 136.2 bil- 
lion cigarets, 2% more than in the 


Business Paper 
Circulation Seminar 
Is Set for Aug. 16 


Cuicaco, Juty 3—Circulation 
managers and other executives of 
business publications will attend 
a conference dealing exclusively 
with their fulfillment and promo- 
tion problems in August. 

A two-day seminar for circula- 
tion managers and key assistants 
—believed to be the first devoted 
to business paper circulation (con- 
trolled and paid)—will open Aug. 
16 at the Edgewater Beach Hotel 
here. 

Co-sponsored by Advertising 
Publications Inc., Chicago Business 
Publications Assn., Chicago Cir- 
culation Round Table and Mail 
Advertising Club of Chicago, the 
meeting is being planned as a 
“shirt-sleeves” session devoted to 
specific problems, the exchange of 
ideas and getting acquainted with 
current circulation methods and 
equipment. 


® In addition to information round 
tables staffed by experienced cir- 
culation men, the seminar will fea- 
ture classes on such fulfillment 
and promotion problems as ABC 
and BPA requirements; planning 
promotion campaigns; simplified 


(Continued en Page 83) 


like period in 1955. Retail ship- 
ments amounted to 126.3 billion 
cigarets, 4% more than for the 
same period last year. 

Accompanying the sales rise was 
a modest increase in advertising 
expenditures—iess than 1%—and 
a tremendous boost in advertising 
cost per carton, mostly due to 
giant ad budgets for a few of the 
newer filter tipped brands. 

The increase in sales, according 
to figures compiled by ApvERTIs- 
ING AGE, takes much the same pat- 
tern as last year, wh » both sales 
and advertising went down slight- 
ly. That is, the sales of regular and 
king-size cigarets are still falling, 
while the filter tipped brands 
show substantial gains. This year 
the filters, notably three brands, 
gained enough to change industry- 
wide sales into a gain. 


® The reversal which turned a 
falling market inte a gaining one 
in 1955—and the continuation of 
the trend so far this year—indi- 
cates that, perhaps, the industry 
has passed the crisis in/its upset- 
ting battle with the cancer and 
heart disease scares. 

Advertising cost per carton for 
the 17 brands examined in AA’s 
survey moved up from an average 
in 1954 of 4¢ to an average of 
slightly over 10¢ in 1955. This is 
about a 250% increase in one year 
and 330% above the 1953 average 
of 3¢. : 

This means it cost $73,590,922 to 
sell 1.9 billion cartons of cigarets 
in 1955. In 1954, the cost was 
$72,935,000 to sell 1.832 billion | 
cartons 


The AA analysis of ad costs in 
the cigaret industry is based on 
figures compiled from several 
sources. These include Business 
Week’s annual survey of the in- 
dustry, and advertising expendi- 
tures for cigaret companies re- 
ported by Leading National Ad- 
vertisers for magazines; network 

(Continued on Page 82) 


67% of Home-Buying Prospects Are Families 
With Young Children, ‘Look’ Survey Shows 


New York, July 3—Of a total 
of 4,500,000 families across the na- 
tion who say they are seriously 
thinking of building or buying a 
home by next February, 3,050,000 
—67.8%—have at least one young- 
ster under ten. This is 1,300,000 
more than the number of such 
families with young children tak- 


Highlights of This Week's Issue 


Business activities continued to 
level off during June, survey 
See a CSE Geren Page 16 


| |’55 profits of hardware stores rose 


to 2.25% from 19% in ’S4, 


NRHA survey shows ...Page 22 


Brown & Williamson is succeeding 


in drive to get stations to accept 
its 10-second ID ads for Kools, 
Viceroy 


Folding box sales will be up to $1.5 


billion by 1965, Gustav Nord- 


Bros. Bert & Harry commercials, 
the Year award 


Pleasure is a poor theme for ciga- 
ret ads, Dichter’s Motivation In- 
stitute newsletter says ..Page 50 

Bulova sales last year rose $4,000,- 


be unwise, attorney for Senate 
committee investigating net- 
works says 
Good Housekeeping’s short story 


personnel 
Esso finds split-run ads work, but 
the mechanical side is compli- 
cated ...” 


Sylvania head sees record year for|& 


tv set sales in ’56, but predicts a 
decline in 1957 
Singer Sewing Machine Co. spent 
$500,000 to sponsor sewing festi- 


val in New York ....... Page 73 


Ads can often be improved by pic- 
turing the evidence, Jim Woolf 


eres. « Page 71 


Over-promotion of a minor su- 
perior factor in ads leaves every- 
one skeptical, Creative Man 


WONG kn cceck ees cet Sean Page 76 
Living for Young Homemakers 
plans “living rose” push for 
home furnishings market in Oc- 
Coe aii5 cs Se cesar es Page 80 
56 | Working girls go for stores that of- 
fer them charge accounts, study 
Se i Se URES Page 80 
REGULAR FEATURES 
Advertising Market Place ................ 

Pe es | anne | 
Drewthinks 78 
Editeriais od 
Looking at Maio BTV ccc. cses cccccesssrensnlD 
Looking at Betall As coc. ccccccccccenescsemen TD 
Obituaries 24, 32 
On the Merchandising Frent ...................% 
Photographic Review 
ee ee | ne | 
Reugh Proefs 12 
Salesense in Ads 76 
This Week in Washingten .......................- 2 


ing title to homes in 1955. 

On the basis of its current sur- 
vey of U. S. markets for 1956, con- 
ducted by Alfred Politz Research, 
Look predicts that between now 
and next February the home-buy- 
ing and home-building market will 
receive its greatest impetus from 
this segment of roughly 3,000,000 
families. 

Of further interest to the build- 
ing industry, the gazine says, is 

(Continued lage 6) 
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ROBERT H. DAVIDSON has been named 


national sales manager of the 
Jell-O division of General Foods 


ma|Corp., White Plains, N, Y., euc- 


ceeding Charles A. Koib, soho has 
been named director of trade rela- 
tions. Mr. Davidson formeriy was 


product group meneger. 
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Sizer Relinquishes 
Marshall Field Post to 
Work as Consultant 


Cuicaco, July 3—Lawrence B. 
Sizer has relinquished his active 
duties. as vp and pr director of 
Marshall Field & Co. to devote 
more of his time 
to his pr consult- 
ing practice. He 
will continue his 
association with 
the company on 
a consulting ba- 
sis. 


At the same 
time, it was re- 
vealed that Mr. 
Sizer has been 

retained by Field 

rnataanced Enterprises Inc. 
as a pr consultant. He is already 
serving in a similar capacity for 
the Chicago Sun-Times, the news- 

» paper division of Field Enterprises. 


es Mr. Sizer became Field’s ad 


manager in 1940 and later was 
named Chicago division vp and 
sales promotion manager for 
Field’s Chicago stores. In 1952 he 
became pr director for the entire 


company. 

Earlier in his career he served 
with the Associated Press in De- 
troit and with N. W. Ayer & Son 
in Detroit and New York. 

In addition to his pr consulting 
practice, Mr. Sizer is also a board 
member of the Bank of Three 
Oaks, Mich., of Fidelity Life and 
Income Mutual Insurance Co. of 
Benton Harbor, Mich., and of 
Children’s Memorial Hospital, 
Chicago. 


National Guard Again to Orr 
The National Guard Bureau, 
Washington, has reappointed Rob- 
ert W. Orr & Associates, New 
York, to handle the National 
Guard advertising and publicity 
program for the fiscal year ending 
June 30, 1957. The bureau an- 
nounced that the recruiting pro- 
gram for the year ended this June 


30 had achieved the personnel 


quotas for both the Army and Air 
Force divisions of the National 
Guard. Orr had the National Guard 
in 1951, 1952 and 1953, and was 
named again in 1955 and now in 
1956. 


Grossman Gets York Division 
York Corp., York, Pa., maker of 
air conditioning and refrigeration 
equipment and a subsidiary of 
Borg-Warner Corp., has appointed 
Arthur Grossman Advertising, Chi- 
cago, to handle advertising for its 
commercial division. A program 
of trade and consumer publication 
advertising is being planned. 
Brooke, Smith, French & Dorrance 
formerly had the account. 


MacFarland, Aveyard Names 2 

MacFarland, Aveyard & Co., 
Chicago, has appointed Christo- 
pher Garth and Norman Fox to its 
copy staff. Mr. Garth formerly was 
with John W. Shaw Advertising, 
Chicago, and Mr. Fox previously 
was with Campbell-Ewald Co., 
Detroit, and McCann-Erickson, 
Cleveland. 
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AVAILABLE TO MEN 
WHO MAKE. DECISIONS 


SALES - ADVERTISING - MEDIA 
MANUFACTURING - RETAILING 
MARKET ANALYSIS - DISTRIBUTION 


’ NEW 4956 MARKET. BROCHURE FOR THE . 
athens 2 260 METROPOLITAN MARKETS 


Based On The Most Authentic Copyrighted 
information From Sales Managements’ 
Survey Of Buying Power 

‘And U. &. Bureau Of Census. 


brochure ranks the 260 
Metropolitan Market Areas by dol- 
lar volume in descending order for 
10 retail classifications, plus com- 
plete Metropolitan Market data 
from Sales Management Survey of 
Buying Power, May 10, 1956. 


This information, plus the 100 Top 
Metropolitan Markets, plus the 
Gains or Loss listings plus the Top 
20 Markets in the South provides 
you with an accurate, 
yardstick for a comparison of your 
company’s actual sales in each of 
the 260 markets; helps you plan 
your advertising and promotional 
efforts in specific markets based 
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on 1955 sales estimates. Write to- 
day for your FREE copy. 
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Frick 
SPORTS PARTNERS—Ford C. Frick, baseball commissioner; Robert Sarn- 
off, president of NBC, and Boone Gross, president of Gillette Safety 
Razor Co., team up to announce that radio-tv rights to the World 
Series and All-Star baseball games have been awarded to NBC. 
Gillette remains as sponsor under the new five-year $16,256,000 
pact, which takes effect in 1957. 


Gillette Bids 
$16,250,000 for 
Baseball Pact 


Radio-TV Rights to 
All-Star Game, Series 
Are Set for 5 Years 


New York, July 3—Gillette 
Safety Razor Co., longtime spon- 
sor of this country’s headline 
sports events, is determined to 
keep the top spot. 

So much so that the company 
has agreed to put $16,250,000 on 
the line to cover radiotv rights 
for the All-Star baseball games 
and World Series for five years. 

Add well over $1,000,000 an- 
nually for estimated time and pro- 
motion charges to the yearly 
charge of $3,250,000 for broadcast- 
ing rights and you will have an 
even closer approximation of Gil- 
lette’s high regard for baseball as 
a means of selling razors and 
blades. 


a Announcement of the sale of 
the rights to the National Broad- 
casting Co., which will carry the 
events on radio and tv, with Gil- 
lette as sponsor, was made here 
yesterday by Baseball Commission- 
er Ford C. Frick. 

The new contract, which goes 
into effect in 1957, replaces the 
six-year agreement former Com- 
missioner A. B. Chandler negoti- 
ated with Gillette, then awarded 
the telecasting rights to NBC-TV 
and the broadcasting rights to the 
Mutual Broadcasting System. 

That agreement called for an an- 
nual outlay of nearly $1,250,000— 
a figure that many baseball men 
considered to be a much too slight 
admission fee for tv in recent 
years. 

Gillette’s tv coverage of the se- 
ries has been an NBC attraction 
for the last nine years. However, 
NBC Radio has not had a World 
Series since 1939, when Mutual be- 
gan broadcasting the event. 

However, the sponsor’s lineup 
for this fall classic traditionally 
goes far beyond network bound- 
aries in the U. S. and includes 
hundreds of stations in Canada and 
Latin America, as well as short- 


mitted in answer to his January 
invitation. One unsuccessful bidder 
tried to change his bid on Monday 
—the day after the deadline set 
by Mr. Frick. He would not iden- 
tify the unsuccessful bidders. 


a Mr. Frick said the contract went 
to the “best” bid. Asked what 
he meant by “best,” he said: “Well, 
for one thing, it was the highest. 
That’s the first test of satisfac- 
tion.” However, he also commend- 
ed Gillette and NBC on their 
handling of baseball’s big show in 


past years. 
Asked why Gillette is willing to 


spend so much on baseball, A. 
Craig Smith, advertising vp, told 
AA: “The series is a cornerstone 
of our ‘Cavalcade of Sports’ pro- 
gram. We just couldn’t miss this 
classic.” 

Mr. Smith said he couldn’t esti- 
mate what percentage of Gillette’s 
total 1957 ad budget will go into 
the series, now that the price has 
been hiked. He pointed out that 
Gillette’s Toni Co. division and 


tion and pay 
part of the bill. It is conceivable 
that without this diversification, 
Gillette might have hesitated to 


However, most of the commer- 
cials during games will continue 
to be used to sell razors and blades 
through Maxon inc. This Septem- 
ber, as in previous years, there 


An “Encyclopedia of 
which normally sells for $5.95, will 
be given free to anybody who buys 
a razor ($1) or two 20-blade dis- 
pensers ($1.96). 


John Shannon Is 
Head of K&E’s New 
Atlanta'‘Operation 


New York, July 6—John T. 
Shannon has been named by Ken- 
yon & Eckhardt to head up its new 
regional office in Atlanta at 795 
Peachtree St., N.E. The office, 
which opens Sept. 17, will pro- 
vide complete agency service for 
national and local accounts. 

Mr. Shannon, who has been 
elected a vp of the agency, pre- 
viously worked on the Mercury 
part of the Ford Motor Co. account 
in both New York and Chicago. 
Before joining K&E in 1952, he 
was with U. S. News & World Re- 
port. 


Until now, K&E has maintained 
service operation in Atlanta to 


® William B. Lewis, K&E presi- 
dent, said the regional office would 
be fully staffed to provide com- 


plete agency service, including oe 


The move, he said, stems in part 
from the growing importance of 
Atlanta as an advertising and mar- 
keting center and “in recognition 
of our clients’ needs for strong re- 
gional merchandising support.” 

The agency’s Lincoln-Mercury 
account in Atlanta has been han- 
dled for the past six years by Irv- 
ing De Ritter, regional account ex- 
ecutive. He will continue in the 


same capacity. 
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|\...and the book is Better Homes and Gardens! 


4,250,000 COPIES EACH MONTH 


“The book” works overtime, too: 9,400,000 BH&G 
readers recently referred to one or more back issues 
from 4 to 12 months old. Almost 4 million looked at back 


issue ads or articles on home furnishings; more than 2 


million at ads on homemaking practices or management. 


*15,500,000 people read an average issue of BH&G. One- 
third of the 123,800,000 people. in the U.S. 10 years of age 
or older read one or more of every twelve issues. That's 
44,150,000 readers of Better Homes and Gardens—and over 
40% of them are men! 


1512 million’ men and wo-nen“live by the book” 
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during the year... 


Ly, of America reads 


Better Homes and Gardens! 


Meredith Publishing Company, Des Moines 3, lowa 
*A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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where your dollars 


buy the most 


The San Francisco Call-Bulletin concentrates its circulation (and your 


advertising 


dollars) in the prosperous, productive Target Market— 


the 3 rich West Bay counties (San Francisco, San Mateo and Marin). 


aaa 


The most for your money where it counts the most . 


SAN FRANCISCO 


-CALL-BULLETIN 


|points to a high level of activity. 


67% of Home-Buying Prospects Are Families 
With Young Children, ‘Look’ Survey Shows 


(Continued from Page 3) 

the survey’s finding that the fam- 
ilies with children under ten rep- 
resent an even higher percentage 
(71%) of the total 2,250,000 fam- 
ilies which are thinking in terms 
of a brand new house rather than 
one previously occupied. 


® The current urge to buy or build 
a new home, the magazine says, 
“far from being local in character, 
appears in approximately the same 
proportion in all major sections of 
the country.” Broken down into 
the major geographic areas, it rep- 
resents 9% of all families in the 
Northeast, 9.7% in the North Cen- 
tra] states, 9.1% in the South and 
9.3% in the West. 

In the area of home improve- 
ments, the Look-Politz study also 


Among home-owning families with 
children under ten, 64.8% are se- 
riously considering one or more 


Industry's Most Compelling Interest... 


NEW products and product infor- 
mation are the magnets which draw 
countless thousands of buyers to 
shows like this. 


And NEW markets . . . the oppor- 
tunity to find NEW customers .. . 
encourages hundreds of suppliers 
to exhibit their NEW and im- 


proved products. 


But the “greatest show on earth” 

for buyers and sellers in industry 

is the monthly exposition of prod- 

ucts... NEW and of special merit 

. . . to be found on the pages of 
* Industrial Equipment News. 


In IEN, 65,000 product-selecting 
officials of 40,000 establishments, 
which account for 4/5 of the na- 
tional product, regularly look for 
new and improved equipment, 
parts and materials. 


And more than 2,000 manufactur- 
ers present what buyers are seeking. 


NEW products are keeping our in- 
dustry at its peak. And IEN sup- 
plies the meeting place where 
sellers exhibit and users buy, to 
the benefit of both. 


Display space, facing all traffic, 
$165. to $175. per unit. 


Details? 


. Send for complete DATA FILE 


Photo: Clapp & Poliak 


Advertising Age, July 9, 1956 


specific home improvements by 
February, 1957, compared with 
51.1% of the nation’s home-owning 
families as a whole. 

It is significant to 1 ote that in 
all cases families with children 
under ten represent more than half 
of the total households plannin 
one or more of the home improve 
ments studies. 


® Of all families who said they 
plan to finish their attics, 75% 
have one or more children under 
ten. Of all families considering 
combining rooms, 63% have at 
least one child under ten. Families 
with children under ten also ac- 
counted for the following percent- 
ages: Installing a room partition, 
56%; adding a room or more, 58%; 
finishing basement, 55%; adding 
or changing carpet, 52%; adding or 
changing tile, 59%; adding or 
changing linoleum, 52%; adding or 
changing hardwood floor, 64%. 

The survey also shows that more 
suburban and small-city families 
are thinking in terms of home- 
improvements. between now and 
next February than are big-city 
families. 

A total of 6,750,000 families 
whose homes are either outside the 
central city in metropolitan areas 
or are in smaller urban communi- 
ties not included in any metropoli- 
tan area have home improvements 
under serious consideration to be 
started by February, 1957, the sur- 
vey shows. This compares with 
4,150,000 big-city families contem- 
plating one or more home improve- 
ments by next February, and 4,- 
750,000 living in rural districts. 


® As of February, 1956, when all 
interviews were conducted, a total 
of 14,700,000 U. S. families owning 
their own homes were planning 
one or more home improvements 
in the. next 12 months, the survey 
shows. 

Look points out, in releasing 
data on the survey, that unforeseen 
events may cause consumers to 
change their minds about making 
various expenditures and that the 
survey should be considered as an 
indication of market potential, 
rather than as an actual forecast of 
what will be bought or contracted 
for in the given period. 

The interviews were conducted 
on a multi-stage area probability 
sample basis in 4,772 households. 


Cheese Patents Upheld 

The VU. S. court of appeals has 
upheld patent rights of Kraft 
Foods Co. to a process invented 
by James Bryan Stine for the im- 
proved making of a Swiss type of 
cheese. A district court previously 
had upheld the patent rights which 
was appealed by Walter Dairy 
Products Co. The Borden Co., the 
state of Wisconsin, the Wisconsin 
Swiss & Limburger Cheese Assn., 
Cheese Producers Marketers Assn. 
and Wild Co-operative Cheese Co. 
intervened in the appeal. 


FRED W. ADAMS has been named to 
the new post of director of auto- 
motive advertising and merchan- 
dising of American Motors Corp., 
Detroit. Mr. Adams joined the 
Nash division in January, 1955. 
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Daley Delight 


Some readers of The New York Times, 
believe it or not, take only a cursory glance at 
the front page each morning. Politicians, 
statesmen, bankers, college professors and 
suburban housewives, they are restless readers 
until the sports pages. There they settle down 
with Arthur Daley for a relaxed moment in 
“Sports of The Times.” 


“Sports of The Times” is an invitingly quiet and 
pleasant corner in this noisy world around us. 
In it Arthur Daley plays host to the personalities 
who make the sports news. Daley is a quiet and 
pleasant sort of guy. He loves sports and likes 
and respects its people. They return the 
compliment. 


The result is a daily sports column spiced with . 
wit and salted with anecdote. It delights men 
and women everywhere. It so delighted the 
gentlemen who give out the Pulitzer Prizes that 
this year they gave Arthur Daley one. The 
Pulitzer is the highest award in U. S. journalism. 


Arthur Daley’s fascination with sports and its 
people started when he was a kid. He used to 
watch the Giants and the Yankees play ball from 
an exclusive bleacher pressbox — an elevated 
railway signal tower. At Fordham he played 
baseball, basketball, football, covered sports for 
the Fordham Ram. 


Since 1926, when he joined The Times, Arthur 
Daley has covered some 30 different sports. He 
helps turn out the biggest daily sports report 
any U. S. newspaper produces. Full of sports lore 
and legend, he is co-author of a history of the 
Olympics, author of “Times at Bat,” an informal 
history of baseball’s first half century. 


In sports as in all things else that fill and make 
our lives, you can depend on Times reporters, 
correspondents and editors all over the world to 
keep you interestingly informed. They work as 
a team to produce each day a newspaper that is 
lively and alert and a pleasure to read. They 
put more into The Times. Readers get more out 
of The Times. So do advertisers. 


The New York Times 


“ALL THE NEWS THAT'S FIT TO PRINT” 
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Gastronomists Arise!-Contest Opens 
for Title of Newborn Market Science 


/Pumapetrata, July 3—A new 
type of investigation and analysis 
dealing more directly with con- 
sumption itself is being recom- 
mended by Alderson & Sessions, 
marketing and management coun- 
sel. The company is offering a 
prize in the hope of getting an ap- 
propriate name for the new area of 
research. 

In its external house organ, 


NBP Shifts Plans, 
Will Begin Midwest 
Test Research Soon 


New Yorn, July 5—A research 
organization to conduct a sample 
community survey and depth 
study of all audited business pub- 
lications in a selected midwestern 
city will be named within two 
weeks by National Business Pub- 
lications’ committee on research, 
James S. Mulholland Jr., vp of 
Hayden Publishing Co., committee 
chairman, said today. 

The pilot study—to be made in 
August, preparatory to a major 
survey—is expected to be pub- 
lished early in October, in time for 
the next NBP regional in 


Chicago, Mr. Mulholland said. The 
committee has a budget of $15,000 
for gathering and compiling data, 
he said. Cost of publishing the 
study will come out of another 
budget. 


# Originally it was planned to use 
the circulation galleys of various 
publishers for the piict survey, 
Mr. Mulholland said. More than 
200 business publications volun- 
teered their cooperation. But these 
plans have been changed. It is now 

to have researchers go 
into the selected city with detailed 
questionnaires and interview all 
business establishments in the 
city—industrial, commercial and 
professional—using a tested recall 
technique. 

Mr. Mulholland said he was not 
at liberty at this time to disclose 
the name of the city where the test 
will be made, but that it probably 
will be in Illinois. The basic ques- 
tionnaire has been completed, he 
said. 


‘Electrical Merch’ 
Offers Special N.Y. 
Metropolitan Section 


New Yor, July 5—A special 
metropolitan section for New York 
area news and advertising will be 
bound into the regular national 
edition of Electrical Merchandis- 
ing, starting with the magazine’s 
September issue. 

The special section will be print- 
ed on sepia stock and distributed 
to about 5,000 subscribers in the 
metropolitan area comprising New 
York, New Jersey and Connecti- 


cut. 

Special advertising rates for the 
section will. be about one-third 
less than the national rates, H. C. 
Hahn, advertising sales manager, 
said. EM’s current one-page, one- 
time, b&w base rate is $965. 


® “The new section,” Mr. Hahn/|j 


said, “will make it possible for ad- 
vertisers to lend local emphasis to 
the national impact of their trade 
advertising in the New York area. 
National advertising can be rein- 


deals and special models particu- 
larly good for that market. 
“Editorially,” he said, “the sec- 
tion will stress significant trends 
and specific conditions in the 
metropolitan market area.” 


“Cost & Profit Outlook,” Alder- 
son & Sessions invites name sug- 
gestions and makes a few of its 
own which contestants can show a 
preference for, but must explain 
why. 

The winner will receive the 
latest unabridged “Webster’s New 
International” dictionary, the 
latest edition of “Roget’s Thesau- 
rus” and Bodmer’s “Loom of Lan- 
guage.” 


® In explaining this new field of 
research, Alderson & Sessions first 
points out that “economics” ac- 
tually does not cover it, since the 
latter includes only consumer 
buying. 

“Both the economist and the 
marketing specialist have shown 
relatively little concern for what 
happens to the goods after they 
reach the household,” the article 
explains. “Many books and articles 
in the field of marketing use the 
term, ‘consumpticn,’ but it should 
usually be understood that what 
is actually implied by the word is 
consumer buying.” 

Instead, the marketing counsel 
offers the notion of analyzing con- 
sumer demand “for its own sake” 
—and thus exploring the problems 
of choice which affect consumption 
in the midst of abundance. 


® Some of the names suggested 
for the new science: Pleonomics, 
plutonomics, doronomics, elysio- 
nomics, dedonomics, gastronomics, 
autonomics and bionomics. 

Motivation research moves in 
the direction of this further study, 
but it is only a first faltering step, 
the author of the article says. 
“It is not powerful enough or suf- 
ficiently on target to make a fun- 
damental contribution toward an 
actual reshaping of the pattern,” 
he concludes. 

Alderson & Sessions’ brand of 
consumer behaviorism also hauls 
advertising onto the carpet. Ac- 
cording to the article, there are 
some limitations in the state of 
“our knowledge of how adver- 
tising actually functions and how 
the flow of advertising messages 
might best be organized to achieve 
the public objectives (of the pur- 
suit of happiness) as compared to 
the private objectives of selling 
the goods of individual sponsors in 
competition. 


® “Can advertising actually en- 
hance the propensity to consume, 
or is its impact confined to the de- 
tails 6f the pattern of consump- 
tion?” the author asks. 

He then asks whether adver- 
tising can reach beyond the con- 
sumer-buyer and deal with “in- 
dividuals as consumers, thus caus- 
ing changes in the pattern of life 
which will accelerate economic ac- 
tivity and technological progress?” 


NEW—Whitehall Parmacal Co. is 
introducing its Kolynos fluoride 
toothpaste in this counter display 
carton offering two tubes for 69¢. 


ANNIVERSARY—Ray R. Simpson, founder of Simpson Electric Co. and 

chairman of the board, gets an assist in celebrating his 50th anni- 

versary in the electrical instrument industry. At a dinner in his 

honor sponsored by sales representatives of the company are N. D. 

Buehling, president, Fensholt Advertising Agency; Wallace E. Car- 

roll, Simpson president, and John M. Forshay, a New York repre- 
sentative. 


Claimed Tie-in with 
Gillette Lands Three 
Companies in Court 


Sr. Louis, July 5—Three sepa- 
rate companies in suburban Clay- 
ton are in hot legal water, and all 
on the same count—falsely repre- 
senting themselves as affiliates of 
the Gillette Co., Boston. 

Permanent injunctions prohibit- 
ing Automatic Sales Co. and Pen- 
Vend Corp. from making “false 
and fraudulent” claims of affilia- 
tion with Gillette already have 
been issued in federal court. Of- 
ficers of the two companies signed 
stipulations restraining them from 
using, advertising or selling vend- 
ing machines or products bearing 
the Gillette trademark. They were 
also ordered to turn over to Gil- 
lette Co. any stationery or letter- 
heads bearing the Gillette trade- 
mark. 

Meanwhile, six officers of the 
Modern Merchandising Corp., 
Clayton, have been indicted in 
federal court on charges of using 
the mails to claim that the firm 
was affiliated with Gillette and 
authorized by Gillette to sell coin- 
operated dispensers for Gillette 
blades. 


® The charge stated further that 
the company advertised that it 
would assist purchasers in select- 
ing profitable sites for their ma- 
chines and would supervise the 
operation of the machines. This 
proposal constituted fraud, the in- 
dictment asserted, pointing out 
that in some instances money was 
collected for machines that were 
not even delivered. 

Postal inspectors estimated that 
sales of machines not delivered 
amounted to $250,000 in the last 
eight months and that an addition- 
al $250,000 was realized from ma- 
chines sold through misleading ad- 
vertising in 13 states since March, 
1954. 

All six officers of Modern Mer- 
chandising Corp. have been arrest- 
ed. Aug. 17 has been set for hear- 


jing motions and arraignments in 


U.S. District Judge Roy W. Harp- 
er’s court here. 


Beaulieu Appoints P&T 

Park & Tilford Distillers Corp., 
New York, has been appointed 
exclusive distributor of Beaulieu 
Vineyard Sales Co., San Francisco, 
in 34 states. Under the new ar- 
rangement, Park & Tilford now is 
distributor of B. V. wines in all 
wet states east of the Rocky Moun- 
tains, except Michigan and Ohio. 


| Sears Joins Ideas Inc. 


William G. Sears has been 
creative director of Ideas 

Inc., Dallas agency. Mr. Sears was 
formerly a copywriter in the sales 
and industrial division of Vision 
Inc., publisher, New London, Conn. 


Inventory-Building 
in Canada Doubles 
4th Quarter, ‘55, Rate 


Toronto, July 3—Canadian 
businesses have been building up 
a big stockpile of goods on 
shelves—perhaps anticipating that 
the current brisk business pace 
may even be exceeded in the 
future. 

Accumulation of inventories 
rose to an annual rate of $1,200,- 
000,000 in the first three months of 
1956, more than double the $500,- 
000,000 rate in the last three 
months of 1955. 

“This is the heaviest rate of 
business inventory build-up since 
the*second quarter of 1951,” says 
the Bureau of Statistics. An offi- 
cial estimated that the total value 
of these inventories now is about 
$8,000,000,000. 

Although huge holdings of goods 
on shelves can cause a lot of busi- 
ness trouble, in the current situa- 
tion, federal officials feel the rate 
of inventory build-up is not out of 
step with high sales turnover. 

In spite of the stepped-up rate 
of accumulations in the last quar- 
ter of 1955 and first quarter of 
1956, “stock-sales ratios in manu- 
facturing, wholesale, and retail 
trade were, in general, lower at the 
close of the first quarter than at 
the end of the corresponding pe- 
riods of both 1954 and 1955,” the 
bureau said. 


Hathaway Asks Okay 
of Stockholders on 


Canadian Purchase 
Orrawa, OnT., July 5—Merger 


of Wellington of Canada, maker of | Mi 


shirts and sportswear, with C. F. 
Hathaway Co., Waterville, Me., 
was announced here today by 
James C. Walker, president 
Wellington. 


Hathaway, one of the leading}|/ 


shirt manufacturers in the U. S. 
with business dating back to 1837, 
plans to take over the Canadian 
company Aug. 1, if approval is 
given by the majority of preferred 
stock shareholders of the Amer- 
ican firm. 

Mr. Walker, whose Weliington 
plant has been in operatiorr in 
nearby Prescott since 1949, pre- 
dicted a‘ one-third jump in staff 
and production by 1957. He said 
he expected the Canadian subsidi- 
ary would double its business by 
1959 as a result of the hook-up 
with Hathaway. 

Wellington’s Prescott plant has 
expanded twice since it went into 
quality shirt and sportswear pro- 
duction seven years ago, he said. 

Mr. Walker will become a di- 
rector and executive of Hathaway, 
but also continues as president of 
Wellington. 


of | & 
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Big Mail Order 
Books Show Prices 
in Slight Upswing 


Cuicaco, July 5—A trend to- 
ward bigger, more colorful books, 
with prices on a slight upswing, | 
appears evident this season among 
major mail order companies, judg- 
ing by fall and winter catalogs, 
issued this week. 

Officials of Montgomery Ward & 
Co. said prices in the catalog were 
“mostly holding the line,” with 
increases averaging about 2% in 
certain hard lines and home fur- 
nishings which use aluminum, 
copper or steel. 

The Ward catalog contains 1,148 
pages, 94 more than last winter’s 
edition. 


s A Sears, Roebuck & Co. official 
said a comparison of prices based 
on a sampling of more than 2,000 
items evaluated according to their 
importance showed an increase of 
about 1%% over spring prices— 
mainly in home and 
appliance lines. Sears reported 
price declines, however, in sewing 
machines, garden supplies and 
yard goods. 

The Sears’ Chicago book con- 
tains 1,510 pages, the largest num- 
ber in the past 37 years. 

The home shopping book of 
Spiegel Inc., which contains 580 
pages, lists prices similar to the 
fall, °55, catalog, with slight in- 
creases in hardware and several 
other lines (see Page 21). 

New catalog of Aldens Inc., the 
largest in its history, contains 1,064 
pages, up 60 from a year ago. 

With a few exceptions, Aldens’ 
prices have either held last year’s 
level or show a moderate increase, 
according to the company. 


s The Aldens book opens on an 
international theme, featuring 
’round-the-world fashions and im- 
ports from England, Spain, Italy, 
France and the Orient. 

Ward, Sears and Spiegel have 
included new novelty listings es- 
pecially slanted toward pet fans 
and sportsmen. 

New in the Ward book is a sec- 
tion devoted to Shetland ponies, 
dogs, parakeets, canaries and 
equipment for home aquarium en- 
thusiasts. Sears, too, lists Shetland 
ponies, along with such accessories 
as saddles, harness and buck- 
boards, and also features electric 
carts for golfers and shoppers with 
a fringed “surrey” top. 


Arthur Talbott Resigns 
from BotA’s Western Office 
Arthur D. Talbott has resigned 
from the Bureau of Advertising, 
American News- 
paper Publishers 
Assn., after eight 
and a half years 
with BofA, effec- 
tive July 15. He 
has been an ac- 
count executive 
and before that 
research manager 
of the bureau’s 


Arthur D. Talbott 
announced he 


will devote most of his time to 
Robbins & Talbott, new building 
construction company of which he 
is vp, but said later he may return 
“to the national marketing picture, 
either full time or on a consulting 


Jomar Enjoins Javar 

Jos. Martinson & Co., maker of 
Jomar instant coffee, has obtained 
an injunction against Javar Coffee 
Co., distributor of Javar instant 
coffee, which prohibits Javar from 
using that name for coffee or any 
similar products, pending trial. Ja- 
var instant coffee has been on the 
market for several months as a 
weight reducer. 
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TOWN JOURNAL 
FIRST 


NE MORNING early in April, a hoodlum hurled sulfuric 
acid into Victor Riesel’s eyes. Totally blinded, he 

But Riesel can speak . . . and he can write. In the July 
issue of Town JOURNAL, Riesel writes his first magazine 
article since his hospitalization, striking back at syndicated 
crime within labor organizations. 

Town Journal brings this article to its readers because 
Mr. Riesel makes it clear that gangdom and the influence of 
gang lords is no longer confined to metropolitan areas. 
Instead, it is seeping into home-town America at an alarming 
rate because of the decentralization of industry to countryside 
towns. Where labor goes, labor’s racketeers go too... 
bringing with them terror, extortion, fear, and control of 
the home-town labor force. 

As Mr. Riesel says in his article, “the more decentralization 
of industry that develops, the faster do the mobs spread.” 

Mr. Riesel knows that this is important to countryside 
people; he’s an authority. Town JoURNAL knows how 
important this message is to countryside people. 

Each month, Town JOURNAL is written and edited to meet 
the needs and interests of countryside families . . . to 
broaden their horizons . . . to keep them aware of what is 
going on in the countryside . . . in the nation . . . in the 
_world. In each issue, TowN JOURNAL presents several features 
on national or international events that are pertinent 
to countryside life. These events don’t always originate 
in the countryside . . . but they always matter there! 

Part of TowN JOURNAL’s highly successful editorial 
formula is to bring its readers important news while it’s 
still news . . . and Victor Riesel’s first magazine article since 
he was blinded is news of national, international 

This is another example of why Town JOURNAL has become 
the family magazine of home-town America . . . now bought 
and read by more than 2,000,000 families every month. 


TOWN JOURNAL 


The Family Magazine of Home-Town America 


Published Monthly By Farm Journal, Inc. 
Washington Square, Phila. 5, Pa. 


Graham Patterson, Publisher Richard J. Babcock, President 


eo ae gg 


u 
ie 


’ 


7 «Bes. & sem. 


abi. ie @? i 


. * a 


erat 
Bours. Par a Seam 
at) ae ; 
Pah eS Ma « 
py ee 
Ree bd “a 
oye ee 
Se -. a 
hey His, 1 or ee 
eek : "ce ees Boe 
pas arte E : oe ‘ ee A 
Ms eS me i Ve Pont ty . ro ay f > 7 | PL ee 
te ' . be al 4 = ay 5 et is é - wank aN Pea ea 
eee oe 5 ah Set Se sonaetenes ae ae ~ 
ex te hg Nat oe ‘hea _ iis eo ae 
Peeters: SS Bins ERG eka cea est «s . aoe 
Pa ta ne % Pe Meee . 2 : aa uh . r eae ee ra Silos oe ia Lae i eae 
1S aoe Pa he eg eee bolts er ihe Spee Beit \. = : 
ame: rte. * om oa. eet ee ie Bs 2 > Fo ek 
eee Ket — ai ATE as ee th ee ae ae ae) dime a 
tei 3 he ~oe, ani G elle pies he 5 ee dee Cae Re St 7) oe ess * 4 ; — 
ve a Pies i ‘ aa, ay ty Ris eo : i ores a: ae ieee, © ; poo 
ae : eos 1k i ate, is Mee = “ oe A at . : 2 : ees aie pole * 
(ene re “3h SPs Lum ae Shien ae ae os : aes ay ets Ba) pa eet rn, e 
rhe ae oe Sea, pees 9 ges ae * er yy oe a ee 
far ee ee d ak gl OT — — "i i: a mae’ oe Best! caer. a * 
é py pee pled Talk: Ve ers ete PEPE Rt eal oe mein. eS ao <a oe Share 7 ae le 
=a : a ae Faw ei) a, en Ch ae ; ee ee os _— har ee . Re Re pi Peer. roe 4 a 
uN ee ee Ce “oh mS eta te hate en oS : ete ais eae ie a sie le Ris ik nes = Pe i, Bee: < 
a ts ge tas ‘" ape fe | ee ee || aa: : Be 8 Ay Pe > ee ilk hoe — a 4 ices ss 
Bis 2S VE, ah ge {a oe o - Bee ay 4 ie . ae eta a — 
ee go ite Seek ps aeess So Cage | a: ae a ——- = me 
ee ie Te he Sr Ane ue ; es. oe ay age a ae 
ae aan panels Ven ieee SOB 3 Jaw Soe ae a ee a. ae ee ae ee 
* Bae os eS. od ie he a ohae ps yew = 5 ee i ey aoe A = ; eit | Viens poet. ae te : 
eae “eg eT a aN il, iri Pe ~ aye es po ae - . ake 
Ge a wi ¥ = ke i¢ Fuss) eee : a! oe S. : Tae See an Gel : - 1g = 
rie he: gt Oe ee oo, ar ig sale ONE oe = Ce ae . ie Ee =P i.) ae eo a Beoe. 
a . te pt Pons F Soa. he Fete 2B i oe a ag z ae Pe i ‘ Dea: Te ee pa i. . R 
—_ TS pag ee eee Cn ee i a * ee: a — 
toh ile 5s 2) th) Sat ROE pS ree or aes a 
ea a ho... 3 _ | oe bab 
ete 6% = ee clase \ ae ae Bee ia, ee | #4 5; ees .. 
eit ; Pe as a. a ee a ee. ee eid, 
Po. e as a aes Sore Pike, > ee 
Bay ae ane —ae =a: UC -™ 
a ae pe Pe ae ae us 0 awl Coe oa i a 4 a4 F rm 
oh * s ons. ae ba ame a an ee 
Poe) ae ee - fee ery 
pes. | ee eal 
ce ae 4 ae ven os 
a Pea a ; 
os 
bei, 
fee 
Pe 
hae) 
Pais, E 
ae : 
heel 
Neri ak 
eo fs . p 
p's a4 ze <—<T <— " cee Ses : 
: ‘A : — < ee chet aes! oon Ses i 
se 4 = ; % P :*. : & 
oe 2 “RAE? “2 e . 
oe ¥ 
se a : ie 
4 eu. ba ‘ " 
oe a 
a. s i , é . : ; 
‘4 mS ee 
1g Es 
& (an ‘ 4 : ‘ 
et 
ae a Ee * ‘ tx, f 
ae > : , . Ss é 
ee aes. 7 J 
aed » 
a Bice . ee 
! a | ac TO , 
1 bere: ‘ ( 
35-8 ‘ * vi fy 
ee " 123 ee } 
I eke 
Bes +S % ; , 
Bei. y: : ‘ 
Va 3 a} e 9 : 
¢ + ¥ ~ > 
~ a Re 
Pai es | 
he e. : 
=. 2 e: 7 
ad cai mt era : 
= ai r ‘ | : 
a Fy : 3 
Be . to te l é : 
= . | | 
. a. ‘ in. “4 . 7 cers" 
a ae 
as ‘ 
bape BY Wicto® gset ance Ae 
aay : & ; 
ae i Pe f 9 ye 
| H i - : 7 3 , » > ot 
‘ ae ms ing last pril. out pomes- and : 
a Ne iy Je ; one A - 
: a Te Early project 
Lied 5 side ay renee a jock ot thin 
an . bain roennsy SOS inte Lt nO ate ee 8 
eee S iesel je ee et pa 
oe Pas ¥' per with * ; 
2g Reet es fai i Sea oe cit 
ain . - -— 
re pecketeerne : whe nasmbets and 
pe Ng “ : Bg The gathor gnd the disor’ hopt yates bs hog 
Re: eb ee j this article that proadcas 
tes St ee will hele arouse sational supper’ pal iM 
4 ~ “hae the meant ere tq he el 
i) i . ‘inoa™ where Wed 
a ae Oy ; bli ‘This pand ol 
Rit = Gc the mobster nd ed — 2 
eas. Lo I aie after be of indie: ing cheat paver’ 
ee ; men § <qwhat * shames inenvily_ 19 
oe —* said. 7 ar! 
i » Gis they . ‘ Bat ns rs and v 
eS a You ee et 20 pothies pressed works 
+ 1 far vise een toot wo fit the Pindly. that o 
a a # efiective 1 om ll 4 mer 
en Pat’. ios Sane ne tase Fe) 
eRe: Ly . macy 8° 
om ee ae i S tere abe 
ae as ke: the public ques waore than ofY ful 
Bes: —s. <amnes Mayer 8 wit help te am 
oe ee <o Yaet gi ot of ere? $10 “ ag e 
nee Gerd ree ‘ie she gs 8 syerrot ¥ 
a ; “ you > caine. paniding | : 
ae ; sy tax” {vod 
so 4 a, sg " 
> a, Was i, ee Me 4 te SS * q ‘ 
| ao re ee eae : ; k , P ep < ae ar 3 
hay Nee 5 ene a a ier a ihe 
- en em : ee ae ' Pe 
eas oy a - age 3 
-_ on Sater ges wer a 
"or ts = ) ay Poe id 
Ree hee ere 


=. 
% 


Ps 
8 
a - 
- 


he Fy 
Vidsias 33 
4:4 A AY 


A) 5 iy 2 Wille Aaa . Pears 

ssdatahiybavaia tiegesrilagie | 5 OL. 
ios : ates: Seah asy Git Bide 3 
Tie etree 


° ayer areas aueas Hig hy - 
At au a Sa ee 4 
hays SEAN tanto foes ee 

¥a38 | 


. <a : 3 43h) all | : 4 
ae EEE SA a es 


avant Hetty HE Uaayalihn VEG Seat 
ES al Bi i i th vi ulate, Beatle 
| tis 4 a tity : +} Ve ee PEs ot S334 LS | . 


3 4 % sta} art it 4 a < . ! igiaes ba a “4 : 
rerLevecetabecet ba chu FMT LLL oRtembeany kb 
TT am nila 

j i ss = aia it pees. i ine AY) | As err vt : 4 


ee ee eee 
* \ ‘ ios aor : iad am 4 is = 
Fg or 
ee, ee BS oy ae os a 
oy ed (2 a ete cee a 5 — es . g 
Pe . eae = as ae +e aS ee pore - : 
= * ee ees Ane cae oo oo | ss =e OS TR oe: . ae E 
a oA ee oe ae oS ae 23 : § eee an a i — ae oe . = 
et Bo Fo “oe * Ste ae Se Bee ee n S oe = .. ain ge ae wy, ~~ ’ ; 
i, ee ay i Mea. See ee ce <= Bes a. oe cy om eet ae * ee <a — ay a oS a oe 5 Se pipe = 
Pe Siena 7 stools Le ae eS ee sore 2 ae = 4 a ) Eee Pee ee , eee eae ¥ “ 
ae ae eee ee Ee a | es ee ——— te ie | epee ea. aay e ‘ : 
we eh 4) es ae + Ce a a Pee — lO e a ee ; bes ae 4 , 
ee i OS 5 ae a ee eae ae ee aan ee . =z a 3 oe oe Pee, Ths 4 aan 
es CS eee lg = ;: Je a 7, “Bint oS ae ... a a. oe yn fees 
oo J es ee Se a ee a ae) | ees ee a aa a ee a et a eye ; “f 
ee ee j 4 fet 2, 0 ae " aa ~ a bene bes, aa — oa — a, yaa ee oa ie. ae a : 
WF ited a ee Ss can . ee ee 5, SS te ea at he “a5 ive. fies : 
es eet i io vs fe £% 7 ae — =. ae ae oe Fb 
aes ; he i ‘ — ee oe 4 : 
be & : ¥ 7... ¥ , E = ee a ee a. hag pe ‘: 
foe ' : és ss es a ae i 
ae . : jt yeaa a s ae i Sc : _— 
Poe fe 2 Se 7 ae i “a a a ee : 4 
: E e ¥ } a : SS | ee a ————elltltlt ia = y wet a eg s ag ; iss a o. 
soo ese Say Vane. © i eo ae ’ a — - “he ee i ) ae ae eee peas - 
aoe {ke ee es » a ee se NES ee eee a ye = Lae ee or ~ 
i et < aiae Tee he = an ao _ pS ae i a 2 ae : = ree ee Fie Be Ns 
ee ae - |) . ‘a Se . 3 ae — eee ee ee : 
eS se a co Se + ae Sie, ae ee ma fee 8 << San i é . fis. ee > 
oe ee a er ey a — « =: eS : 3 
eee he en (ee ae. Ti oy 7 ee: i Se ia > 
e =p bz. ee Sener errs. 4 Se oi “4 a Fe =. 
, cate ; a ee sae Ry 
: gh his iy ¥ » ? fee Ae . Sheng F ; 
ee en a . - 
PT te re te . 7 
” ; f ‘ y"* : ei Sy 
age : i { hy? if the fant 1ex- Ky . 
ahh | . a kee | 
‘ : : c she route, in “ il what ahe é xeorted s = 
; : along where the ore i _ The money. acker® m 
He wee PS hig 18 aig beokte ven quintet ers ¥e 
5. codes pad are gues 8 big. re of dollers ma snd ie ebul 
3 1. W of rag nt of Fauct mah nunareds ar guto plants king ap price é : 
; ~orne ™ het j . 
: dent of the gata be from PE nis thst We 4 
ail is F : ‘ 3 
i vue to ee 8 dent a meet A eeopee rhe a dey veka Union RFD hy: sen, caldcen St “4 
pot 1 would aight f° ye oe ee A aportatiee Cai So bis * workers Pj of , pennies Not te et 
ae anyone ty wou't Fee from on Fen iret eee 1 Reuther’® Ate gant for the ar are grabbers crime ‘e 
i: nore oeeaeene . keep ner wes yen seentiary ae i R ould Bot 7 of the ment an ante > é i 
? . eyes put n might - Pa. ein we goenenienionen that n for pein€ part © AFL get up racket equsé : .. . _ 
i - . yrorize™@ nee report $305 a the gale of ai oh any one fir snreriooked * three ee ces aitet the . : 
apeecdly © agny 2° o ply —— come hs are jrom area 5 at Oe ibe repaced OF Ww a 
- TT solling 0 And the in the CIO. a Practioe® ’ 
country sharks ful Ethic ree" ae ge 
joan faste’ wer The ¢ 
ke boxe® vee esralite® the ee AFL-clo. ues wo : 
» sodustty ol the that a chart *. ‘ 
ee spread. Wifi: ad discoreree carnival ynioB J 
Yee the mob, “? s eer of 12) vs 
auch does ynions. a re atinned poe 4 
‘ Bes eaves of SO «, a ee ii a , 
ing —. * 2 Ss 
| oe = = ne : Ae “J >: 
ae - 3 - aid re eit cs a EY Sag! eS 4 ‘ 
al - — an 
im ae - 2 Pee ee . ‘ 
a oe on a —— ae aa Poe 3 ‘ 
@ —<—. 2% am ia) foe oe pe ; . 
«ee ay é Ca a re > i eo ab a ; 
¢ : ae i a7 ee ie = Se 4 
: i , ae a Sears: 5 ae a ies. 3 
: 2 af eee ae ee ees do hy é 
3 — — - 7 ee rare 5 
eae ae agree aoa ee ae ar - eet, ame rE 
P as ae 4 . 2 ae a 5 Ante i 
= fee z ee i Bx ; ae oe Bee * a r] af a 4 
; aan 2 eae 7 a = ee aa © Be . 
A — Pa a i > ees : 
: eae eae a - | iC eee, co ae é “ 24 _ 
a nee te foe ae 3 - 4 
P a Ree a eG a « 
ee a ae ee ti : 
4 ¥ ae Ba aan? hee aoe ; oe ; 2 
— ‘S Bes i 7 , SS ae ra 
mi.. o " ‘ee Af ys i - a zn _ : 
a a on ee Pa 
be: j . . 5 ee gape oS at 
g fi 4 _ ee ae eee a Sse 
eck® ae ae a a pr ae  iree sees a r 
ae ee fo ae } Se Mee : 
. ae are 2 Se | 5 pe oa r =i 
ia ae jo.) Sie = eed by 
= |= 4 ee et. eee tn gee 
_— “ fie ee SO age . E 
pte eh = eee ae eae rr opiate os ty 
J . ie _ — eo aa as) 
ae + a aoe: oa ey ; i 
a a iC je ae “ ee pe ' x 
a i os a cope me’ eS a ie pol 
ee ir se = ee ae te ere i“ 
j i cae By ae | oa af see : 
*» Bos eo. ae 
tie] i [ot oan ed pa oa : a me ae = : 
. ad : ~ ee 2 ae. : i 7 wd - athe 
_* a eee, ee ee Zs ‘ oe 
> i the = a - ee a ae ‘ 
4 als oe — — oo a sa ae 
4 garavent® ——_ Oe ee ' > 
o -ranten, F a sees. eras Chr ai . ooh 2 
- per’ Jaber ae sr Wee, ree a = ee a = 
ii mops a a ce ica 
» er ae + Mor . te, Bi ae ¥ sg : 
- , | e . oie, ‘ > <> ie ies ; py 
: f the eros! ee era ¢: , =< es * 
’ ol these ae a oe igs” i a ; - fe 
ev} , ap ws et * oe + [a ae ’ . Ta ie eh wor’. pf 
af en we ae : . ugh oe -” ¥ : 
ca 4} Ladie® Ge . gores. pices, = 2 Ng 
a ; é ; 
wy , «eat oe * 
ec -"S > iH oe 
a 2 ; ee © 7. pies 
ee a i a " aut 
Ser: xs 
- iis Sk: _ 
. | 2 
es, 
4 5 S Aa ee a : he - vk 
OO! Sa ee a OG ae Mint sh a ae ts 


Advertising Age 
THE RATIONAL NEWSPAPER OF MARKETING 
Trade Registered 
pe by Ay 


sare $0. Cc. (RE ri."6 


L. cata 


Publications, inc., 200 E. lilinois St., Chi 
ea 7 (Plaza 5-0404), Notional Press 
ogg & > id iblisher. S. 

Sateon. : LEWIS, copetanie c. 


ADVERTISING 
Advertising Director, Jack C. Gafford 
fans ee cae G. D. Lewls 


Assistant Managing Editor, Don Morris 
Washington Editor, Stanley E. Cohen 
Feature Editor, Emily C. Holl 
Associates: New York: Maurine Brooks 
Christopher, Charles Downes, James V. 
O'Gara, Lewrence Bernard, Milton 


Cleary Jr., Louis DeMarco, Wiltiom Laurie 
Chicego: é. S. Mansfield, Arthur E. 
Mertz, Red H. Minchin, David J. Bailey 
Los Angeles (17): Simpson-Reilly Ltd., 
1709 W. Eighth St.. Walter S. Reilly, 
Pacific Coast Manager, James March, 
Loren E. Hays 

Son fants (3): Simpson-Reilly Ltd., 
703 Market St., Richard McCarty, M@r. 


Correspondents in All ‘Principal Cities. 


oor , $5 two yeors, $6 three years in U. S. 
“extra. Four weeks’ notice —? 
A. Hartenfeid, circulation 


1S cents c . Caneda and Pan 
America. Fore ‘change 


of address. 


A Reassuring Statement 


The statement which the newly formed special study committee of 
the Assn. of National Advertisers issued after its first meeting in New 
York some ten days ago was a reassuring one. There have been so 
many “fighting” speeches and statements about the agency compen- 
sation situation lately that a calm, reasonably dispassionate discus- 
sion of the issues is badly needed. 

The ANA and some of its members have fathered some of the 
“fighting” talk about agency compensation, the 15% method of pay- 
ment, etc., and therefore the assurance by John McLaughlin of Kraft, 
chairman of the special ANA committee, to the effect that it is not 
the “spirit or intent of ANA, nor of advertisers generally,” to reduce 
agency commissions is doubly welcome. 

Mr. McLaughlin also emphasized that any discussion of agency 
compensaticn methods “would be most productive if undertaken in 
the proper climate,” and added that the entire subject is “not a mat- 
ter for hasty or emotional action but for calm, dispassionate discus- 
sion and a carefully considered approach.” 

No one can argue very seriously with these words, although there 
are certain to be some disagreements over what constitutes a proper 
climate and a calm, dispassionate approach. 

As we have pointed out previously, it is already amply clear that 
the recent government anti-trust action against media and agency as- 
sociations will have important effects upon the advertising business. 
Adjustments will inevitably be made. The right of an advertiser to 
bargain with his agency seems clearly to have been advanced by the 
government action. On the other hand, there is nothing in the consent 
decrees that indicates, to the slightest degree, that any individual 
medium must change its present agency commission system or pro- 
vide “net rates” for direct advertisers. 

The consent decrees were not revolutionary in the sense that the 
long-existing system has disappeared overnight and there is an im- 
minent need for replacing it with something that can be put into ef- 
fect tomorrow. On the contrary, the existing system can go right on, 
for all practical purposes just about as it has been, and changes and 
adjustments can be made, if necessary, after careful discussion and 
consideration. 

Under such conditions, there is\an important necessity for every- 
one to avoid unnecessary shouting and hollering, to think calmly and 
to speak carefully and dispassionately. 


A New Feature for Creative Men 

A few weeks ago Apvertisinc Ace started a new feature to which 
we should like to call your attention. 

We don’t ordinarily call attention to features in the AA feature 
section, preferring to let our readers discover them for themselves. 

But this one is different, and a word of explanation may be useful. 
The feature is called “Drawthinks,” and it is the brain child of a well 
known advertising illustrator, Paul Pinson. 

Having spent more years than he likes to recollect, trying to trans- 
late the desires of creative advertising writers into satisfaction, he 
felt that a good deal of wasted time and frayed temper might be saved 
if creative men were a bit more adept at translating their visual needs 
into something which artists and art directors could understand. 

In “Drawthinks” he has attempted to solve this interesting problem 
by showing the creative man how to indicate visual material in a 
manner which the artist can understand. The series is designed to be 
of practical use to creative people in helping them convey their vis- 
ualization desires. It is definitely not an attempt to make artists out 
of anyone, but merely to aid in communicating thoughts. 

It happens that Mr. Pinson can draw cleverly and interestingly, 
and also is possessed of a peculiarly pixie sense of humor, so the 
series is not only. instructive but highly entertaining. We have no 
hesitation he: revenmenemnas #5: Benatlly: tp anges Auesvsted tn Sn- 


proving his communications abitity. 


—Leon Seelig, Seelig & Co., Advertising, St. Louis. 


“He says he not only outranks Comdr. Schweppes, but his beard is 
two inches longer.” 


What They‘re Saying 


TV Comedians Bite Dust 

A recent survey of the lasting 
qualities of tv comedians showed 
that the mortality rate among co- 
medians is very high. That is as it 
should be, judging from the per- 
formances of most of these scream- 
ers. 

We are well aware of the fact 
that there are many fine comedi- 
ans in the television industry got 
off on the wrong foot with a few 
frantic, loud characters who call 
themselves comedians, and who 
drooled all over the stage, putting 
themselves over—temporarily. 

Now, however, they are getting 
their just reward, for the public is | 
on to them and many of them have 
bitten the dust. 

It is also good to see that many 
of the trite, mummified, home-sit- 
uation television plays are also 
getting the axe. 

Television is sticking to its good, 
proven comedians, like Sid Caesar, 
Jimmy Durante, Jack Benny, 
Jackie Gleason, Herb Shriner, and 
others. In other fields, the family- 
skit, or family-problem series is 
giving way to drama and adven- 
ture, and many of the famous 
home-life television series are dis- 
appearing, thankfully. 

It will be good to be freed from 
the frantic, screaming, loud-mouth 
pressure box, who has character- 
zied so-called television comedy 
in recent years. We hope it is a 
permanent burial. 


Editorial from the Daily Chronicle, 
Willimantic, Conn. 


Business Men and Witchcratt 
Thinking of marketing as play- 
ing a roulette wheel leads to some 
strange practices. Some executives 
seem to put more faith in symbols, 
incantations, charms and outright 
witchcraft. We see business men 
urging people to buy autos and 
lawnmowers because their colors 
are fashionable and urging the 
public to buy dentifrices because 
they contain mysterious ingredi- 
ents. We see shirts sold—quite 
successfully—because a model in 
an eye-patch likes butterflies, 
electric razors purchased because 
they can shave fuzz off peaches, 
and soft drink sales rise because a 


sponsor wears a red beard. His 
razor may have jammed on a peach 
pit. There’s a real or imagined 
cabalistic magic to words ending 
in “rama.” So rename a product 
and the public is expected to come 
surging in. There are Coloramas, 
foodaramas, figurama bras, and 
Decorama. Some day there may be 
openoramas for getting beanso- 
ramas out of cansoramas. 

Once these necromancies have 
proved successful, they are rarely 
repeated. “We used gimmicks in 
our last campaign,” advertising 
‘men seem to be saying, “so let’s 
‘use the soft sell this time.” Soft 
sell is the kind of advertising that 
doesn’t insult you if you don’t buy. 

Like other gamblers, business 
men call upon the divinities to 
help them. One fellow who collects 
that sort of thing listed 300 prod- 
ucts and firms using the word 
“magic.” There must be 300 offer- 
ing “miracle” products. 

Doctors, engineers, psychologists 
‘and others using scientific meth- 
ods seem to make fair to good liv- 
ings, and some do exceptionally 
well. But business men, with all 
this sorcery and necromancy, make 
millions, millions, millions. 


—Elmer Roessner, in his syndicated 
column, ‘Business Today.” 


Angle for Copywriters 

Jean Shepherd (WOR disc jock- 
ey) gazed moodily into his glass 
and asked: “Did I ever tell you 
about the man who was a con- 
noisseur in ice cubes?” He didn’t 
wait for an answer. “This man,” he 
continued, “used to swill the cubes 
round in his drink, and then he’d 
take a little sip and look thought- 
ful.‘Yes,’ he’d say, ‘that would be 
from a Frigidaire °48 model—one 
of the rear trays.’” 


—“The Village Square,” in the Village 
Voice, Greenwich Village, N. Y. 


A Warning Recalled 

In these days of distended 
credit, it might be well to remind 
ourselves of Leon Henderson’s 
warning, at the beginning of the 
boom: “A little inflation is like 
a little pregnancy—it keeps on 


growing.” 
—Strictly Personal,” Sydney J. Har- 
ris, in the Chicago Daily News. 


Advertising Age, July 9, 1956 


Rough Proofs 


“That Certain Feeling,” as pro- 
moted by Al Capp and L’il Abner, 
gives one a certain feeling about 
some other advertising on the sub- 
ject of Cream of Wheat. 

. 

The National League all-star 
team is heavily loaded with Cin- 
cinnati Redlegs, maybe because 
they had the backing of a power- 
ful radio station located in the 
Queen City. 


Some Philadelphia broadcasters 
have been indicted because the De- 
partment of Justice thinks they 
agreed not to cut their rates. 

In the radio business that should 
be a mark of distinction. 


The advertised Towle touch in 
silverware and the Pabst touch in 
beer seem to be entirely different 
in basic conception from the skin 
you love to touch. 


a 
The Fedders question, “Are 
pickles worth more than people?” 
recalls Robert R. Young’s famous 
interrogation regarding hogs hav- 
ing better transcontinental rail 


j|service than the other passengers. 


—s 

Bill Werner says women expect 
advertisers to be enthusiastic about 
their products. 

And who ever heard of an un- 
enthusiastic salesman coming home 
with the order? 

a 

Kraft’s natural Swiss cheese is 
great with a brown bottle, the ad 
says. 

That ought to rate a grateful 
bow from Milwaukee and the beer 
that made it famous. 


® 
Procter & Gamble’s Crest is 
guaranteed by Good Housekeeping 
and commended by Parents’ Mag- 
azine. 
What says the American Dental 
Association? 


The legal department advises 
you, when making a premium of- 
fer in a national magazine, to add 
the qualifying line, “Offer void 
wherever prohibited, taxed or oth- 
erwise restricted.” 

. 

Pfft! insect spray is being given 
the benefit of some vigorous ad- 
vertising, which neglects to say 
whether the brand has the bless- 
ing of the copyright owner, Walter 
Winchell. 

7 

Maybe what this country needs 
is a few more T. Coleman An- 
drews, who would realize what 
good politics it would be to start 
a drive for the abolition of the in- 
come tax. 


Packard has changed its current 
advertising slogan to “Ask the man 
who owns the new one.” 

That seems just a bit unkind to 
the old one. 

* 

Tuborg beer is the choice of 

kings, an ad in The New Yorker 


insists, but apparently you have to 
go all the way to Copenhagen to 


enjoy it. 
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Exclusive Advertising Representatives : 


NEW YORK 
ROBERT T. DEVLIN, JR. 
342 Madison Ave. 
Murray Hill 2-5838 


me 0S : 


CHICAGO 
EDWARD J. LYNCH 
20 N. Wacker Drive 
Andover 3-6270 


Advertising linage is the final measure 
of a newspaper’s sales power 


DETROIT 
GEORGE S. DIX 
Penobscot Bidg. 
Woodward 5-7260 


Constructively Serving Delaware Valley, U.S.A. 


West Coast Representatives : 
SAN FRANCISCO 


FITZPATRICK ASSOCIATES | 


155 Montgomery St. 
Garfield 1-7946 


LOS ANGELES 
FITZPATRICK ASSOCIATES 
3460 Wiishire Boulevard 
Dunkirk 5-3557 
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HEAR THIS! 


This October PLAYBOY will introduce the most im- 
portant music promotion of the decade—THE FIRST 
ANNUAL PLAYBOY JAZZ POLL. 

Readers will vote for their favorite musicians in 20 
categories. Return envelopes will be addressed to an 
impartial outside tabulating agency. Winners will be 
announced in the February °57 issue of PLAYBOY. 
Planned promotional tie-ins include a nationwide 
Disk Jockey contest, a PLAYBOY ALL-STAR JAZZ Record 
Album, and coast-to-coast radio and TV presentations. 


Eve’. one of the more than 1,000,000 copies of PLAY- 
BOY printed for October will carry a reader ballot with 
a postage-free return envelope. 

Whether it’s music or martinis, sports cars or shoes, 
hi-f: or hair tonic, suits or scotch—you ought to 
nominate your product to the more than 750,000 in- 
fluential young men who every month choose the 
winners at the retail counters and showrooms of the 
nation. Why not cast your write-in ballot for more 
information about PLAYBOY. 


REASONS WHY YOU CAN’T AFFORD TO MISS OUT 


ON THE OCTOBER AND FEBRUARY ISSUES OF PLAYBOY 


1 PLaysoy is the largest selling quality priced (50¢ or 
over) men’s magazine in America. Circulation al- 
ready tops 750,000. The important young man- 
about-business and the man-about-campus have 
adopted PLAYBOY with an enthusiasm that makes 
it your best ad medium the year round. 


2 Rates are still ‘Hased on a circulation guarantee of 
400,000—PpLayBoy delivers a bonus of over 350,000 
extra paid circulation at no cost to you. 750,000-plus 
readers for only $2100 per page—black and white. 


 PLAysoy regularly prints articles and features of 
special interest to jazz fans. More pages on modern 
music than any other large circulation, national 


4 Special merchandising aids at no cost to you. Gen- 
erous allowances of reprints, counter-cards, stickers, 
etc., and, in addition, your advertisement will be 
merchandised in PLAYBOY'S DISK JOCKEY DIGEST — 


a highly readable news bulletin which is sent out 
monthly to the nation’s disk jockeys and music 
librarians. A special mailing of this particular issue 
of the Disk Jockey Digest will be made to 3,000 . 
radio, phonograph, and record dealers. 


5 The October and February PLAysoy will be a must 
for every modern music record collector and fan in 
the country. Their attention will be focused on 
PLAYBoY’s First Annual Jazz Poll—the most im- 
portant popular poll ever conducted. Here’s a 
chance to tell your story to a concentrated audience 
that you may now be missing. Millions of dollars of 
hi-fi equipment, radios, musical instruments, and 
phonograph records will be sold by this one issue of 
PLAYBOY—make sure that you get your share cf 
this bonanza. 


6 National advertisers in the music field are already 
in for the October “Jazz Poll” issue of PLAYBOY. 
Shouldn’t you be, too? 


Y Rg O Y 11 EAST SUPERIOR + CHICAGO 11 + mit 2-1000 
Pp L A 270 PARK AVENUE + NEW YORK 17 «+ PL 9-3076 


I am an agency executive (or advertiser) and I’m interested in the 
new PLAYBOY READER SURVEY and the complete details on 
your merchandising program. Send a copy of the new PLAYBOY, 


— te 


* WRITE + WIRE - PHONE TODAY. 
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Kimberly-Clark Boosts Olson 
E. A. Olson has been appointed 
marketing manager of the Cellu- 
cotton division of Kimberly-Clark 
Corp., Neenah, Wis. With the com- 
pany since 1945, Mr. Olson had 
been manager of market research 
and brand manager for Kotex san- 
itary napkins for the Cellucotton 
division, formerly International 
Cellucotton Products Co. before in- 
tegration with Kimberly-Clark. 


Cleland Joins LaRoche 

Philip A. Cleland has joined C. 
J. LaRoche & Co., New York, as an 
account supervisor. He has been 
with Benton & Bowles for the past 
11 years, most recently as a vp, 
member of the plans board and ac- 
count supervisor on General Foods. 


Business Activity 
Continues to Level 
Off, Survey Finds 


New Yorx, July 3—Business 
activities continue to level off, the 
June survey of the National Assn. 
of Purchasing Agents shows. 

Only 20% of the buying execu- 
tives queried last month reported 
production higher, compared with 
28% in May and 27% in April. At 
the same time the number of an- 
swers indicating no change rose 
from 51% to 59%. Those reporting 
a lower production level re- 
mained the same as May at 21%. 

The association collects data 
from 200 major corporations across 


As co-owners of The Elks 1,152,497 active men read 
this magazine with special attention. It is edited to 
their fraternal interests ...their liberal way of living, 
giving and spending. They believe in The Elks...and 
buy from its advertisers out of incomes far above 


- the national average. 


the country on a monthly basis and 
issues reports of the replies. 


s On new orders, 25% reported 
an improved position last month, 
against 33% in May and 36% in 
April. The report shows a compar- 
able increase in purchasing men 
reporting a reduction in new or- 
ders: 10% in April, 26% in May 
and 28% in June. 

Layoffs and reduced working 
time in the automobile industry 
continued to depress employment 
in other hard goods industries in 
June. Executives reporting em- 
ployment lower than a month ago 
totaled 22%, up 4% from May, 8% 
from April, and 11% from March. 
Replies indicating greater employ- 
ment dropped to 14%, the lowest 
since March, 1954, the survey 
shows. 

However, the report notes that 
most executives reporting were 
optimistic and believe employment 
will pick up again later this sum- 
mer. 

The inventory picture is little 
changed from recent months, al- 
though a smaller per cent of agents 
reporting said stocks were higher. 
The practice of stockpiling goods 
against market uncertainties is 
diminishing, the report says. 


Continental Can, Cochran 
Foil Form New Company 

Continental Can Co., New York, 
and Cochran Foil Co., Louisville. 
have formed a new jointly-owned 
company named Cochran Conti- 
nental Container Corp., with head- 
quarters in Louisville. The new 
company will take over and ex- 
pand the Cochran products divi- 
sion, which manufactures rigid 
aluminum foil containers. 

No other operations of Cochran 
Foil are involved in the new com- 


pany. 


Forms New Agency 

A new advertising agency, Hop- 
kins, Patwell & Associates, a divi- 
sion of National Bakers Services, 
has been formed. Offices will be at 
100 W. Monroe St., Chicago. Wal- 
ter Hopkins, formerly with Batten, 
Barton, Durstine & Osborn, will 
head the division. 


lowa Broadcasters Elect 

Tony Koelker, KMA, Shenan- 
doah, has been elected president of 
the Iowa Broadcasters Assn. Other 
new officers are Gene Claussen. 
KXIC, Iowa City, vp, and Ernie 
Sanders, WOC, Davenport, secre- 
tary-treasurer. 


Want to know 
where YOU 


stand in 


AKRON? 


STORY, BROOKS & FINLEY, Representatives 
JOHN S$. KNIGHT, Publisher 


Here's Your Answer 

A comprehensive, up-to- 
date survey reporting the 
10 TOP BRANDS—in the 
home and store —in 
Akron’s big $1,080,500,- 
000 growing market. 


Advertising Age, July 9, 1956 


Getting Personal 


British-born E. P. H. James, vp of A. C. Nielsen Co., has set sail 
from New York with his wife and three children to spend several 
months in England as a promotional consultant to British television 
advertisers. A former London copywriter, he left England in 1926. . . 
Travelers William Savitt, president of WCCC, Hartford, and Mrs. 
Savitt have returned from a trip to Europe and Israel. . . 

Michael H. Wren, promotion manager of the Register and Jour- 
nal-Courier, New Haven, has been elected a trustee of the New 
Haven Cancer Society. . . the Connecticut division of the American 
Cancer Society has awarded Hector J. Benanti, who operates H. J. 
Benanti Advertising Agency, Danbury, a citation for directing “the 
best publicized district drive” in the state. . . 


COMPETITORS UNITED—Newlyweds, Jack Kessie, associate editor of 

Playboy, and Mrs. Kessie, the former Miki Bene, secretary to the 

midwestern ad manager of Esquire, receive best wishes from Frank 

O’Connell, midwestern ad manager of Coronet, after their wedding 

in Holy Name Cathedral in Chicago. Mr. O’Connell, at right, might 

also be remarking that this is one of the best ways to keep up with 
, the competition. 


_ Two honorary degrees have been conferred on John Cowles, pres- 
ident and publisher of the Minneapolis Star & Tribune. One of 12 
leaders honored by Harvard University, he was cited by Harvard 
as a “servant of education and a journalist with a public con- 
science”; Coe College conferred on him the degree of doctor of hu- 
mane letters when he delivered the commencement address. . . 

David N. Phillips, vp of Al Paul Lefton Co., has been named head 
of the public relations committee for the 1957 Philadelphia United 
Community Campaign. . . On the West Coast, William W. Callahan, 
ad manager of the Hillsdale Shopping Center, will direct advertising 
and promotion for the United Bay Area Crusade in San Matco 
County. .. 


= 


FIELD WORK—Herb Stiefel, vp of Blaine-Thompson’s commercial di- 
vision, and son, Phil, display the 69” sailfish they reeled in while 
attending the National Fisheries Institute convention in Florida. 


New mayor of Whitemarsh Village, north of Philadelphia, is‘ 
Bob Menafee, disc jockey on WIP, Philadelphia. . . John Coughlin, 
advertising director of the Hartford Courant, and John R. Callahan, 
ad director of the Hartford Times, have been elected directors of 
the Hartford Chamber of Commerce’s Retail Trade Board. . . Tom 
Shea, account executive of Stromberger, LaVene, McKenzie, has 
been chosen race chairman for the second annual Los Angeles sports 
car race sponsored by the Los Angeles Junior Chamber of Com- 
merce. . . 

Charlie Hoffman, publications manager of W. S. Walker Adver- 
tising, Pittsburgh, has again copped top honors for “Steel Horizons,” 
of which he is editor. He was presented with an “award of excel- 
lence” by the International Council of Industrial Editors. . . Phil 
Kelly, who heads marketing activities for Calvert Distillers in New 
York, has been tapped as commander of Aviators’ Post No. 743 of 
the American Legion. He saw service in both World War I and II. . . 
Dave Rand, vp of Grey Advertising Agency, has been named to the 
board of the League for Emotionally Disturbed Children in New 
York. 

Ernest C. Heath, account executive with Russell T. Gray Inc., 
Chicago, was presented with an appropriate father’s day gift—an 
8 Ib., 11 oz. son, Ernest Scott, born June 17. 
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The West is great fishing country. It is also desert 
country and snow-capped mountain country. The 
West has many faces looking to the sea and the 
fertile valleys. Yet any single scene can be true 
to all the West—as it catches that indefinable 
“something” that distinguishes Western living. 
And because Sunset Magazine does catch that 
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The Dalles, Oregon, on the Columbia River, where salmon come lea 
ing in Tram the Sea and trout are close at hand in snow-fed mountain 
streams —one of the settings that make the Western way of life unique... 


‘True to life...anywhere in the West! 


“something” and translates it into a particular 
way of living Sunset has become a Western in- 
stitution. Sunset’s devotees do more than read the 
magazine. They live by it. And they set the stand- 
ard for living throughout the West. 

You'll find Sunset’s 600,000 families among the 


leaders in communities up and down the Coast: 


...in two outof three homes in better communities, 
in the most gracious homes throughout the West. 
For Sunset families want (and can afford) to take 
advantage of all the opportunities for fun and 
good living that are unique to the West. 

If these are your prospects, if your products 
can serve these people, Sunset ts your magazine. 


LANE PUBLISHING CO, Tbishers of Sans Magasin and Sunset Boks 
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SYMBOL OF AN EXPLOSION! 


| Construction men race to keep up 
‘with our exploding economy 


Check your watch. Wait 11 seconds. In that time a new customer 
enters the American market. That’s how fast our population’s 
growing! To cope with this growth over 10 million new 

housing units have been built in the past 10 years. And along with 
new housihg go new facilities of all kinds . . . roads, schools, 
sewers, water mains and shopping centers. 


Most of the key men who plan, design and build these facilities 
are among the vast audience of important construction men 

who read Engineering News-Record. They depend on EN-R, every 
week, for vital news and interpretations. They depend, too, 

on the advertising pages of EN-R to learn of new equipment, 
new methods and new materials. These pages are a shopping center 
in themselves... carrying twice as much advertising 

in 3 million more copies a year than the next largest publication 
in the field! These pages are the basic way to present 

your product to important men of construction. 


in building and construction ... if you’re important 
you either read ENGINEERING NEWS-RECORD or you 


advertise in it, or both. 


ENGINEERING [ig 


ace 


A McGraw-Hill Publication NEWS-RECORD | @Q 


330 W. 42nd St. New York 36 


Write for our informative free booklet entitled “America is Exploding” 
which contains many useful details about the size and growth 
of the construction industry. 
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Despite Record Business, Newspapers 


Still Keep Up Race to Hike Ad Volume 


(Continued from Page 3) 
doing important and effective 
work on the sales front. 


® There will be no let-up in asso- 
ciation activities, he promised, 
pointing out that NAEA now has 
1,192 members representing 758 


newspapers, and that one major 
project now under way—“Opera-| 


tion Step-Up”—which is designed 
to improve the sales effectiveness 
of some 7,000 newspaper advertis- 
ing salesmen, will soon have a 
strip film to help them show retail 
salesmen how to sell more effec- 
tively. 

A team of three executives of 
James Lovick & Co., advertising 
agency which is reputed to have 
become the fourth largest in Can- 
ada in the course of its eight years 
in existence, presented case his- 
tories of their use of newspapers. 

Lovick executives D. L. Craig, 
F. W. Ellis and R. C. Kenmuir sug- 
gested that newspapers are too 
often on the defensive in their 
selling when they have no need to 
be. They suggested more positive 
creative approaches to newspaper 
selling, more attention to agency 
media men, and—by implication 
at least—more attention to r.o.p. 
color. As far as he is concerned, 
Mr. Kenmuir reported, he would 
always use color in newspaper ad- 
vertising if it were possible to do 
so. 


= LeRoy F. Newmyer, vp and ad- 
vertising director, Toledo Blade, 
showed the NAEA members the 
slide film he and his committee on 
merchandising presented to the 
Assn. of National Advertisers 
meeting earlier this year. The film, 
called “The Big Plus,” is an al- 
most startling report on the mer- 
chandising possibilities which 
newspapers have to offer adver- 
tisers. 


Ben R. Donaldson, director of 
institutional advertising of Ford 
Motor Co., and chairman of the 
Advertising Federation of Ameri- 
ca board, told NAEA members 
how the American ‘economic 
growtn almost guarantees an ex- 
panding economy, provided our 
ability to sell matches our ability 
to produce, and Aubrey C. Peck, 
sales promotion and advertising 
manager of Hudson’s Bay Co., re- 
ported on’ his company’s belief 
in newspaper advertising and its 


lng Service 


Combine Hearst Advertising 
aids with the experienced Times- 


Union Marketing staff and you 
get ‘exclusive’ extras to help make 


your campaign work. ©9 
Ask for it 


TIME Sage UNTON 


Albony, New York 


Represented nationally by the 
Hearst Advertising Service 


use of this medium in its retail 
operations across Canada. 


® Harold S. Barnes, director of 
the Bureau of Advertising, re- 
ported on five immediate poten- 
tials for increasing national linage, 


which he said included political 
advertising in the U.S. this fall; 
special sections devoted to high- 
way construction; tie-ins with Op- 
eration Home Improvement, the 
national U.S. attempt to improve 
existing homes; the plant-city 
public relations field, and the job 
of convincing national advertisers 
that newspapers are not merely a 
special purpose medium, but can 
work hard for advertisers day in 
and day out. 

Mervin D. Field, Field Research 


Co., which tends to specialize in 
newspaper research, presented a 
hypothetical research story to 
demonstrate how smal] as well as 
larger newspapers can develop ef- 
fective sales material without 
enormous research. budgets. 


= A three-minute panel, with 
factual reports by Charles E. 
Hoover, *.ivertising director, Re- 
public and Gazette, Phoenix, Ariz.; 
Hector L. Alexander, advertis- 
ing director, Victoria Press; John 
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F. Lewis, advertising director, St. 
Paul Dispatch and Pioneer Press; 
Beecher Cushman, business mana- 
ger, Tribune-Leader, Great Falls, 
Mont., and Max Gerstman, adver- 
tising director, Detroit News, dis- 
cussed promotion, roto sections, 
the effect of strikes on advertis- 
ers, etc. 

At the luncheon Friday, Stuart 
Keate, publisher of the Victoria 
Times, discussed what he called 
the deteriorating relations between 
Canada and the U.S., due to the 
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feeling among some Canadians 
that American business men are 
engaging in “peaceful penetra- 
tion” of Canada. 


® Americans control over half of 
the industry in Canada, he said. 
During the past ten years Ameri- 
cans have been investing $3,000,- 
000 a day in Canada, for a total in 
, ©xcess of $11 billion, he said, and 
\ this has led some Canadians to 
worry about whether the domin- 
ion is being “sold out” to the U. S. 


It is his conviction, Mr. Keate 
said, that Canadians must learn 
to “live dangerously” in order to 
capitalize on the enormous Cana- 
dian potential, and that American 
capital is flowing in so extensively 
only because Americans are will- 
ing to take the necessary chances, 
and Canadians have not been so 
willing. 

His own conviction, he said, is 
that the flow of trade and capital 
ought to be as free as possible. 
Most Canadians welcome Ameri- 


can investment bec 
ize it enhances Car 
he said, pointing « 
ment embraces re: 
be a good citizen, - 
most instances Am 
ies have discharge. 
, bility carefully. 


Spiegel Fall-Wint. 
Offers Fish, Barki-. 
Fish for a privat 

a barkless Basenj 


thentic Tyrolean di 


HOME OWNERSHIP ESTABLISHES 
THE LIVING AND BUYING HABITS 
OF 87% OF HOUSEHOLD'S 


‘y real- 
rogress, 
invest- 
‘ities to 
' that in 
-ompan- 
| esponsi- 


iialog 


Pup 


or pond, 
an au- 
t for men 


and steel utility buildings now 
may be ordered by mail from the 
new Fall and Winter Home Shop- 
ping Book just released by Spiegel 
Inc., Chicago. Listed in the mail 
order company’s 580-page catalog 
are some 40,000 more familiar 
items, and inside the front cover 
is a three-page Life insert telling 
the story of Spiegel’s Budget Pow- 
er plan, with Prudential life in- 
surance provided for its members. 

Many lines of merchandise re- 
flect lower prices or the same 


2’%2 MILLION FAMILIES! 


Household families own 2,175,000 homes—with an average of 6.3 rooms; with 


residential sites averaging 88’ by 154’. 


There's plenty of room for real family living—and plenty of opportunity to sell 
Household families everything that makes a house a home . . . furnishings and 
equipment, building materials and supplies, yard and garden equipment—to 


mention a few. 


In every issue Household’s home service editorial stimulates the living and buying 
of these home families. There's Household’s profit combination—home families 
plus solid home service editorial—which explains why HOUSEHOLD HITS HOME 


for more and more advertisers. 


Household... 


FOR 2% MILLION FAMILIES WHO MAKE THE MOST OF HOME 


TOPEKA, KANSAS, 912 Kansas Ave. 
NEW YORK 17, 420 Lexington Ave. 
CLEVELAND 14, 609 Union Commerce Bidg. 


CHICAGO 1, 333 N. Michigan Ave. 
SAN FRANCISCO 4, 1207 Russ Bidg. 
LOS ANGELES 5, 633 S. Shatto Piace 


21 


prices as the fall, 1955 catalog. 
Hardware and several other lines 
are priced slightly higher than a 
year ago. 


General Motors Boosts Four 

Semon E. Knudsen, son of for- 
mer General Motors president Wii- 
liam S. Knudsen, moves up from 
general manager of the Detroit 
diesel engine division to general 
manager of Pontiac, succeeding 
Robert M. Critchfield, now vp in 
charge of process development at 
GM. Edward N. Cole, Chevrolet’s 
chief engineer, becomes general 
manager of the Chevrolet division, 
replacing Thomas H. Keating, who 
has been given charge of all GM 
passenger car <livisions. 


S. F. Junior Adclub Elects 

Dick McLean, Merchandising 
Factors Inc., has been elected 
president of the San Francisco 
Junior Advertising Club. Other 
new officers include Dodd Gormon, 
San Francisco Examiner, vp., and 
Jo Anne Samish, Ruthrauff & 
Ryan, secretary-treasurer. 
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ABSOLUTE RATING LEADERSIIP in 
EVERY PORTLAND AUDIENCE SURVEY 
@ $2.8% Share of Audience 

@ 14 out of Top 15 Weekly Shows 


@ 9 of Top 10 Mon.-thru-Fri. Shows 
(ARB, land, February 1956) 


86% watch KOIN-TV meet before 6 p.m. 
86% watch KOIN-TV most after 6 p.m. 
MORE PROOF KOM-TY IS YOUR 
BEST BUY IN THE OREGON MARKET 
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CBS Television Spot Sales Naot . 


“Duncan Hines Cake Mix Sales INCREASED . . . when 
we started advertising in The Grand Rapids Herald...” 


.»» says Arthur L. Baker 
Michigan District Sales Manager, 
Nebraeske Consolidated Mills, Co. 


“Our Duncan Hines Cake Mixes had been on the market for about 3 
years, and we hed never used The Herald. Then, the first of this year, we 
begar. a series of color ads in The Morning Grand Rapids Herald . . . and 
the increased readership and circulation thus received—from their receptive, 
able-to-buy readers throughout Grand Rapids and 23 Counties in Western 
Michigan—plus The Herald's all-inclusive merchandising support helped us 
to the biggest quarterly sales increase that Duncan Hines Cake Mixes have 
ever enjoyed in my territory.” 


The Grand Rapids Herald 


Member of Rederated Publications 


MICHIGAN 


REPRESENTED NATIONALLY BY 
SAW VER-FERGUSON-WALKER COMPANY | 


Motley itting 
PRESENT—Jack Fitting, Don Ostensoe and Arthur H. “Red” Motley 
inspect the power mower given to Mr. Fitting, retiring president of 
the Oregon Adclub. Mr. Ostensoe is the new president, and Mr. 
Motley, president of Parade Pub- 
lications, was speaker of the day. 


Hardware Profits 
Rose to 2.25% in 
‘55, NRHA Says 


INDIANAPOLIS, July 3—The aver- 
age hardware store last year 
showed a large increase in sales 
and a rise in net profits over 1954, 
Russell R. Mueller, managing di- 
rector of the National Retail Hard- 
ware Assn., disclosed last week. 

NRHA’s annual retail hardware 
survey revealed that the average 
store had a $10,000 increase in 
sales over 1954. The average net 
profits of stores rose from 1.9% in 
1954 to 2.25% in 1955. 

“Since 1948 the independent 
hardware retailer has been caught 
lin the squeeze of rising operating 
|costs and dwindling net profit, but 
the 1955 trends show that increased 
\promotion and modern merchan- 
|dising methods have taken hold in 
| the hardware industry,” Mr. Muel- 
ler said. 


_ Furniture Capital 
off the World 


|@ “Today’s independent hardware 
|store has become more than a 
|service center in the community, 
with aggressive hardware men ad- 
vertising and making it known 
their stores are home service, do- 
‘it-yourself and shopping centers,” 
ihe added. 

The survey also showed that 
javerage dealer margin dropped 
|from 29.45% in ’54 to 29.40% dur- 
ing ‘55, while average expenses 
were pared from 27.55% to 27.15% 
‘in the same period. Stock turn 


ratio was reported as 2.15 times, 
with as against 2.05 times in 54. 
bios | Credit sales constituted 40% of 
circulation on eee ‘total volume. A loss ratio of only 
ToT t ‘one-half of 1% was reported on 
LEADERSHIP 5] 309 CIRCULATION LEAD ‘budget selling accounts. Sales-per- 
OVE PER | person employed jumped $1,400 on 
7 mB AND PA ‘an annual basis compared to ‘54. 
City Zone Lead — 12,189 j 
‘ City & RITZ Lead — 19,474 Burke Leaves KFAB 


| Harry Burke, general manager 
‘of KFAB, Omaha, since 1945, has 


ago ee i TOTAL ADVERTISING LEAD resigned his post with the radio 
dangl OVER 2ND PAPER ‘station. He will announce his fu- 
“# ‘ 7 7 Year: 1955 ture plans after an extended vaca- 


LEADERSHIP ‘tion. 
3 LINES Retail Lead — 3,312,727 lines 
General Lead — 1,242,320 lines 
Classified lead a» 4,009,264 lines | reach 5553 
POLICE CHIEFS 
via this all-selective 
medivml They buy uni- 
Fear (9) weapons, traffic sys- 
’ Daily tems, parking meters, 
Largest Cirevlation In the Pacific Northwest] 40 4'5 45 50 J ) THE regonian conveyances! Get the 
PORTLAND 1, OREGON full story... TODAY! 
aac é er NATIONAL SEPRESENTATIVE, 
ending March 31, 1956; Media Records total “™ © CORP «associates 
advertising, less AW and TW, 1955. M08 Brod gavin a ~ 
REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC, Foust Waieke Drive OW 
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744,352 | ore Lines of 


LINES — vertising Than 
GAINED — the Second Paper 


Even though 1955 was The Houston Chronicle's biggest year 
in history . . . having published 42,679,219 lines of advertising, 
and ranking 8th in the nation, The Chronicle has made a terrific 
gain for the first four months of this year. Here are the figures: 
Chronicle |,637,921 lines gained. Post 744,352 lines gained. 
Press 152,113 lines lost. 


SOURCE: 
MEDIA RECORDS 
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LEADERSHIP IN USTON CHR 
ADVERTISING AND , ei, oe © JOHN T. JONES, JR., President 
CIRCULATION! 
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NEWEST ; 
MEDIUM e 


Product exhibits in major rail 
and air terminals from 
coast-to-coast can be sales 
producers for you . . . just as they 
are for DODGE Automobiles. 
Only a limited number of 
advertisers can be 
accommodated in the 

TDI EXHIBIT NETWORK. 

If you want to show your product 
. . + large or small .. to millions 
of people a day (or thousands 
im just one test market) .. . 
call us for a proposal. 


TRANSPORTATION DISPLAYS, Ine. &RAN0 CENTRAL 


TERMINAL BLOG. 


TDI 


TERMINAL EXHIBITS + POSTERS - DIORAMAS - car carps N.Y. 17, MU 63456 


Frederick Wertz, 
Point of Purchase 
Pioneer, Dies at 78 


New York, July 3—Frederick 
L. Wertz, 78, advertising consultant 
and president of Window Advertis- 
ing Inc., died June 28 of a heart 
attack at his home in Montclair, 
N. J. 

Born in Lansing, Mich., Mr. 
Wertz, as a child, traveled by cov- 
ered wagon to Nebraska. He was 
graduated from the University of 
Omaha in 1898. After a period de- 
voted to farming, he became editor 
and publisher of the Sun, Schuy- 
ler, Neb. Later he came to New 
York and entered the lithography 
business, becoming a specialist in 
lithographs for advertising dis- 
plays. 

He established his own company 
as a display counsel and acted as 
an adviser on point of purchase 
displays for a number of manufac- 
turers. In 1928 he founded Win- 


THIS TWIN READS THE 
DISPATCH-PIONEER PRESS 


PAUL : 


DISPATCH 


THE FLAVOR - 


glass of tomato juice . . 
favored hot dish . . 


OF LIBBY’S - 


When Missus St. Paul pours her family a breakfast-time 
- OF measures a cup of it into a 
. chances are the can she’s pouring from 


bears the name Libby's! In the St. Paul “half” of the Twin 


Cities market, 63.99 of the women buy tomato juice in cans 
or bottles . . . and nearly two-thirds of them prefer Libby's, 
according to the 1956 St. Paul Consumer Analysis Survey! 
What did Libby's do to whet those appetites and arouse the 
desire to reach for the Libby’s brand? Plenty of potent full- 
color advertising in the St. Paul Dispatch-Pioneer Press, of 


course! 


Tomato Juice Brand Preference in St. Paul 
Unby's Ce as 64% | 537% 
ieee ies: Sammie > 4 


When St. Paul's shoppers head for their store or their 


dealer's do they look for YOUR product . 


. . or do they over- 


look it? Just a glance at the 1956 St. Paul Consumer Analysis 


Survey will tell you. This comprehensive 


study reveals the , 


buying habits and brand preferences of the 446,300 people 


who spend almost $564 million a year. . 


. and who rely on é 


the Dispatch-Pioneer Press as their buying guide. For your 
copy, contact your Ridder-Johns re, resentative or write, using 
your company letterhead, to Consumer Analysis, Dept. B. 


REPRESENTATIVES 


NEWSPAPER 


PIONEER PRESS 


RIDDER-JOHNS, INC. 
NEW YORK - CHICAGO - DETROIT 
SAN FRANCISCO .LOS ANGELES 

ST. PAUL - MINNEAPOLIS 


Advertising Age, July 9, 1956 


dow Advertising Inc., which op- 
erates a national service for the 
installation of store window and 
interior advertising displays. 

Mr. Wertz was active as a mem- 
ber of several committees of the 
Chamber of Commerce of the U. S.., 
and was a member of the Point-of- 
Purchase Advertising Institute and 
the Advertising Club of New York. 


JOHN R. MacLEOD 

Hauirax, July 3—John R. Mac 
Leod, 81, retired lawyer and news-" 
paper, man, died at his home here 
June 27 after a month’s illness. Mr. 
MacLeod was managing director 
of the Halifax Chronicle and the 
Halifax Daily Star from 1932 to 
1942. The papers were merged with 
the Halifax Herald and the Halifax 
Mail in 1949. 

Born in Springhill, N. S., Mr. 
MacLeod practiced law here for 
several years, after graduating 
from Dalhousie University. In 1920 
he organized the Nova Scotia Fire 
Insurance Co., which later was 
merged with other insurance com- 
panies. In 1905 he founded the 
MacLeod Pulp Co., at Liverpool, 
N. S., which later became a part 
of the Mersey Paper Co. 


WESLEY E. GEORGE 

PrrtsspurcH, July 3—Funeral 
services were held June 27 for 
Wesley E. George, 68, advertising 
manager of Hachmeister Inc., for 
20 years. Mr. George died June 25 
in his home, following a heart at- 
tack. He was in charge of adver- 
tising for both the Hachmeister 
food division and for Hake floor 
covering division, which merged 
March 1 with Mastic Tile Corp., 
Newburgh, N.Y. He was a member 
of the National Industrial Adver- 
tisers Assn. 


JOSEPH H. KOKE 
Eucene, Ore., July 3—Joseph H. 
Koke, 75, partner in the Koke 
Chapman Printing Co. and former 
publisher of the old Eugene Morn- 
ing News, died here June 25. 


‘Brave Eagle’ Series Sold 
to Quaker City Chocolate 

Quaker City Chocolate & Con- 
fectionery Co., Philadelphia, has 
bought the “Brave Eagle” film se- 
ries for presentation in seven ma- 
jor markets. Cities on the list 
include New York, Philadelphia, 
\Detroit, Cleveland, Chicago, Pitts- 

rgh and Baltimore or Washing- 
ton. Placed through Adrian Bauer 
& Alan Tripp Inc., the schedule 
will start in the fall. 

“Brave Eagle,” which dramatizes 
the history of the old West from 
the Indian’s point of view, is be- 
ing syndicated by CBS Television 
Film Sales. The show was carried 
as a network attraction on some 
stations during the 1955-56 season. 


Bradley Succeeds His 

Father as St. Joe Publisher 
David R. Bradley has been ap- 
pointed publisher of the News- 
Press and Gazette, St. Joseph, Mo. 
He succeeds his father, Henry D. 
Bradley, who remains president. 
Mr. Bradley Sr. retired as pub- 
lisher on the 50th anniversary of 
his entering the newspaper busi- 
ness. He became copy boy of the 
Toledo Blade on June 25, 1906, 
and remained with the Blade until 
1923. He was associated with sev- 
eral other newspapers before be- 
coming publisher of the News- 
Press and Gazette on Dec. 1, 1939, 
and president in 1950. 

David R. Bradley joined the 
papers in 1946. He has served as 
national advertising manager, pro- 
duction manager and secretary- 
treasurer of the company. 


‘Sunset’ Boosts Rate Base 

Sunset Magazine, Menlo Park, 
Cal., has announced an increase in 
its circulation rate base to 550,000, 
up from the current 525,000. Ad- 
vertising rates will go from $2,600 
to $3,000 for a b&w page, effective 


with the January, 1957, issue. 
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3. PROMOTABLE ? 


Q. 1. Is it a dependable program—a tried and proven audience builder of the 
same high quality every week? 

Q. 2. Isita merchandiseable program—will it work for you right through 
to point-of-purchase? 


Q. 3. Is it a promotable program—will it attract a steady following readil 
and hold 48 week after week? yon 


Q. 4. Is it an adaptable program—flerible enough to suit mming needs — 
in a variety of time periods? age 


A. The answer is YES—every time—when you select an audience-proven syndicated 
hit from NBC TELEVISION Fits. Every show is a top television attraction—tailored to 
TV’s exacting requirements and starring outstanding personalities. You're always sure of a 
program that will build large and loyal et Seg quickly—when you buy from NBC 
TELEVISION FILMS. 


663 Fifth Avenue in New York; Merchandise Mart in Chicago; Taft Building in Hollywood. Sn nnsides HAGA Veter, 006 Meebo Street, Toronto. 


ask yo irsel 


these questions before you buy a syndicated film show 


4 ADAPTABLE ? 


1 Badge 714 


2. Steve Donovan, 
Western Marshal 


3.Crunch and Des 


4. The Great — 
Gildersieeve 


NBC Television 
Films: 


All Stations— 
All Sponsors 


A DIVISION OF KAGRAN CORPORATION 
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Most everyone enjoys America’s new leisure one way or another. . . 


eople in the Holiday Mood 
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do something about it! 


It’s easy as sunbathing to spot the active, influential 
leaders of America’s fabulous new leisure market. 
You'll find them within reaching distance of a copy of 
Holiday. Like no other magazine, it captures the lively 
enthusiasm, and the delightful variety, of today’s 


leisure living. Holiday’s words and pictures stir the 


imaginations of its well-heeled readers and whet their 
appetities for fun and fine living. Result: the Holiday Mood 
—a frame of mind uniquely receptive to advertising of 
everything from swimsuits to sunglasses, lotions to liquor, 
play equipment to portable TVs. If your product gives 
pleasure or leisure, get it into the swim with the 


SS ie right people... via Holiday. 


Holiday currently reaches some 850,000 
pace-setting families. They go more, 

do more, buy more— and are today 
being reached by more advertisers than 
ever before. Linage for the six months 
just ended has set another record — 

the biggest first half in Holiday hisiory! 
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This Week in Washington ... 


Car Dealers, Makers Testify on Bill 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, July 5—Rep. 
Emanuel Celler (D., N. Y.), whose 
anti-trust subcommittee has just 
started an extensive probe of tv 
“monopolies,” changed hats this 
week and boned up on automobiles. 
He returns to tv next week. 

Meanwhile, as chairman of the 
House judiciary committee, he and 
his associates weighed the future 
of the auto dealers’ “day-in-court” 
bill. 

National Assn. of Automobile 
Dealers was on hand to argue 
strongly for the bill, which allows 
dealers to collect damages and 
costs if they are “injured” by the 
manufacturer. In its testimony be- 
fore the judiciary committee, the 
association hinted Ford has been 
using strong-arm tactics to break 
up the dealers’ united front. 

Meanwhile the opposition point- 
ed out that the Celler hearing gave 
them their first “day-in-court” on 
this bill. While there have been 
endless hearings on problems of 
the auto industry, the “day-in- 
court” bill was rifled through the 
Senate without hearings on the 
specific language which was being 
adopted. 

In opposing the bill, American 
Motors argued existing franchises 
spell out the dealers’ rights pre- 
cisely, and that the broad language 
of the bill inevitably will stimulate 
nuisance litigation. American Mo- 
tors said its ability to create new 
dealerships and cull weak ones 
will be inhibited if it faces law 
suits from “opportunists” who 
might be encouraged to make the 
factory the “scapegoat” in the 
event they fail. 

. 


* . 
State of the Economy: Commerce 
Department’s mid-year appraisal of 
1956 shows a generally good out- 
look for the rest of the year, de- 
spite soft spots in automobiles, 
housing and some other consumer 
industries. 
Advertising waz certainly not 
one of the soft spots. According to 
ee department, total expenditures 
this year (except for radio and 
tv) should aggregate around $8.3 
billion, an increase of 10-12% over 
1955. The department also antici- 
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_ You'll be out in left field 
if you try to seli Meriden-Wol- 
lingford through Hartford or 
New Haven newspapers. Only 
The Record & Journal can get 
you to first base in this 90,000 
market. Use these efficient, 
resultful dailies now. 


The Meriden 
RECORD & JOURNAL 


MERIDEN, CONNECTICUT 
Nations! Representatives 
Gilmon, Nicoll & Ruthmen 


sates “a higher than average” an- 
nual rate of increase in circulation 
for newspapers. 

The mid-year forecast sees a 
6,000,000 unit year for the auto in- 
dustry, “fourth best in the indus- 
try’s history.” Household appli- 
ance industry, which has been 


running slightly. ahead of first 
half of 1955, is expected to main- 
tain its present rate of activity, 
but because of the drop in resi- 
dential construction, probably will 
not register the improvement 
which is customary in the second 
part of the year. 

The industrial sector is the 
strongest point in the economy, 
with expenditures for new plant 
and equipment racing along at a 
$36 billion rate, compared with 
$28 billion in 1955. 


Federal Communications Com- 
mission Chairman George C. Mc- 
Connaughey got little encourage- 
ment when he told the House anti- 
trust subcommittee last week that 
the commission might come to 
Congress next year with proposals 
to stimulate sales of uhf-equipped 
sets. 

Committee members listened 
with interest as he explained how 
repeal of the 10% federal excise 
tax could encourage manufacture 
of all-band sets. But the air chilled 
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when he referred to a proposal— 
in the event this doesn’t work—to 
ban interstate shipment of sets in- 
capable of picking up uhf stations. 

“That sounds a little extreme,” 
Rep. Emanuel Celler (D., N. Y.), 
the committee chairman, ex- 
claimed. 

» 7 e 

Comics Mixed: CBS must have a 
friend on the copy desk of the 
“Congressional Record.” In any 
event, it got some unearned no- 


toriety the other day when Rep. 
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The following list shows the 150 ad- 


vertisers who used display 
Petroleum Week during its 


of publication. 
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Lester Holtzman (D., N. Y.) in-| 


serted an article in the appendix 
of the record telling\how Boys’ 
Clubs of America had cited Pines 
Publications, New York, for pro- 
viding outstanding comics mag- 
azines for our youth. 

The article said the company 
publishes such “fine, wholesome 
comics” as Dennis the Menace, 
CBS-Television’s Terrytoon comics 
and Mighty Mouse. 

But the headlines didn’t men- 
tion Pines Publications. Instead it 


told the Record’s distinguished au- 
dience: “Boys’ Clubs of America 
Commend CBS-TV Comics.” 

* * - 

Madison Ave. Under Fire: Ad- 
men came in for a roughing up as 
Sen. A. S. (Mike) Monroney (D., 
Okla.) took the Senate floor to pro- 
test that news writers on some 
newspapers are slanting their re- 
ports to protect the Republican ad- 
ministration. 

As an ex-newsman, he heaped 


ridicule on “Madison Ave. jour- 


ee a ‘ i Sie 


nalism,” which alleg«'!y «\onts the 
facts in order to try ‘) prove that 
“white is black «nd black is 
white.” The light of truth in some 
newspapers, he sa): “es begun 
to grow as dim as (h- licht of an 
old-fashioned kerose:> isntern, as 
compared with a 5,00 candlepow- 
er Madison Ave. seérc)!izht which 


can be turned on ai ». ||! 

As to “Madison A\> journal- 
ism,” he chided, “I have read with 
interest advertisenen' extolling 
the virtues of cha‘a:\-:-building 


whisky and of health-building cig- 
arets. In fact I finally felt that the 
Madison Ave. school of journalism 
would arrive at the idea of com- 
batting the fear of cancer from 
cigarets by means of publishing 
beautiful headlines with medical 
claims, under the caption, ‘Cancer 
is good for you’.” 


B. D. Adams Names Three 
Ernest Camp Jr., formerly copy 

supervisor and account executive, 

has been appointed vp of Burke 


TE} ANNUAL REPORT on 


: 


Readable Mae 


\ 


azine 


completed its fst full yoor of service to the ol 
its year of service to 
industry. At this im t milestone, the progress 
made can be vi with considerable setistactton. 
The phenomenal growth of its 
and the enthusiastic comments of its readers, prove 
that PW has fulfilled its objective of providing true 
depth of the 1 oe th oe ‘Although sail 
petroleum industry. 
cient time has not elapsed to calculate a renewal 
—- according to the established ABC 


‘to the regular June expirations indicate a renewal 


rate higher than any other new publication ever 
started by McGraw-Hill. 
Its acceptance by leading to 
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The circulation curve above shows the 


number of paid subscriptions to 
Petroleum Week from its first issue in 


Petroleum Week's current penetration 
of the oil industry by divisions and by 


fiable by industry 
functions. The ee Ac 25%, though 
less easy te picture, is no less impor- 
tant to advertisers and includes the 
following classifications: Supply and 
Service companies; equipment manu- 
facturers; educational institutions; gov- 
ernmental agencies; financial interests. 


PETROLEUM WEEK / lian 


Petroleum Week’s growth to date and 
its yo for the future re- 
flect the that it serves an enor- 
mous, active and ing market. 
os soueaiaeh re 

n major in con- 
tinuing ri ¢ through 1959 — with cap- 
ital ing estimated at well over 
$5,900,000, a year for 1957 to 


1959 inclusive. That is approxima 
pees the neuenines estimated for 
erica’s man ing industries 
together and is better than ‘an 18% 
increase over oil's actual expenditures 
for 1955, This is the huge market you 
can reach at all segments and all 
ing levels through Petroleum W. 


What's New / 
in Petroleum Week 


Special editing and presentation tech- 
niques for variable speed _— 
easy comprehensibility by all 
regardless of their special interests have 
earned for PW the title of “Oil’s Most 
Readable Magazine.” 

Readers have told us again and agai 
that they go through every issue 
cover to cover. 

Reader traffic studies, too, attest to 
this cover-to-cover readership. 
Petroleum Week's representatives can 
show you these and other evidences of 
the across the board success of oil's 
first crosscommunication medium, 
Petroleum Week. 


Reprint orders, one index of editorial 
leadership, have already totaled 378,360 
copies of PW articles ordered and paid 
for by PW readers. 


It’s chm consistently cver 
since. One such recent study 
PW in the number two spot! After less 
than one year of publication! 


29 


Dowling Adams Inc., Atlanta. At 
the same time, Ethel M. Liebscher, 
formerly media director, was 
named to the new position of di- 
rector of budgets and media re- 
search. John -Kamna, . formerly 
advertising and sales promotion 
manager of the New York divi- 
sion of Cities Service Petroleum 
Co., was appointed an account ex- 
ecutive. 


Unser Joins Weitherell 

Howard W. Unser, formerly 
manager of advertising and sales 
promotion of Mishawaka Rubber 
& Woolen Mfg. Co., Mishawaka, 
Ind., has been appointed vp in 
charge of merchandising of Warren 
Wetherell & Associates, Chicago, 
specialist in advertising design and 
merchandising for consumer goods 
manufacturers. 


It’s easy—and perfectly legal. 
Because we're talking about 
that big jury of Americans 
who render judgments on 
product brands. 

Let PUBLIC DEFENDER 
swing this jury to your prod- 
uct label. For the many mil- 
lions who make REED 
HADLEY in PUBLIC DE- 
FENDER a “must see” habit 
on TV also make the brands 
he promotes a “must buy” 
habit. 


REED HADLEY 


starring in 


“PUBLIC 
DEFENDER™ 


69 HALF HOURS 


First run in many markets! 
Powerful re-run valve in 
ALL merkets i 
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Five days a week, 12:00 noon to 2:45 pm, cnyT 
an average of 4,115,000 people a minute listen 
attentively to CBS Radio. 


PA 
Mostly, they’re homemakers, too busy for other 
advertising media. They’re listening to the 
11 dramatic serials that are the strongest lineup 


in all daytime radio. 


Ni lj T ‘ In the course of one week, these programs reach 
™ one out of every four households in the U.S. 
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12:00 N. WENDY WARREN & THE NEWS = 
12:15 PM BACKSTAGE WIFE a 
12:30 PM ROMANCE OF HELEN TRENT 
12:45 PM OUR GAL SUNDAY | : 
1:00 PM ROAD OF LIFE SS 
1:15 PM AUNT JENNY . 
1:30 PM YOUNG DR. MALONE 
1:45 PM GUIDING LIGHT 3 
2:05 PM RIGHT TO HAPPINESS Fe 
2:15 PM SECOND MRS. BURTON e 
2:30 PM THIS IS NORA DRAKE is 


this is the right time to buy... : 
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Winnah by decision! 


WE at Song Ads are proud of winning 
the 1956 Sweepstakes Award in the 
Advertising Association of the West 
Radio Commercials contest... plus 3 
other Radio and TV-film awards. The 
Southern Pacific radio spot, produced 
under the supervision of Foote, Cone 
& Belding, was chosen best out of 86 
radio entries submitted by the West's 
leading agencies, producers and sta- 
tions. Agency and sponsor report “very 
successful” results from this test-cam- 
paign spot. 

REGARDLESS of awards won, every 
radio and TV commercial produced at 
Song Ad Film-Radio Productions re- 
ceives the best attention of our talent 
and experience. That’s why so many 
sales winners come from our shop. 
And no doubt that’s why Song Ad 
commercials have won top AAW hon- 
ors for the past three years, 
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eit categories (Vancouver Aa Cet A a 34 
Ad word 
orn Pacific, through Foote, Cone & Belding. 
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3 Admen, Libby 
Exec Are Killed 
in Airline Crash 


Cuicaco, July 3—Three admen 
and a Libby, McNeil & Libby ex- 
ecutive were among the 128 per- 
sons who were killed June 30 when 
two commercial airliners crashed 
in the Grand Canyon in Arizona. 

Among the dead were Albert E. 
Widdifield, 50, of Riverside, IIl., 
vp in charge of advertising of Sun- 
beam Corp.; James K. Hadfield, 
34, of Wheaton, Ill., a member of 
the Sunbeam advertising depart- 
ment; F. Robert Johlie II, 32, of 
Evanston, Ill., manager of regional 
meetings for the Supermarket In- 
stitute, and Frank C. Caple, 40, 
Oak Lawn, IIl., manager of Lib- 
by’s special frozen foods division. 

The Sunbeam management was 
spared further disaster because of 
a company policy which forbids 
more than two executives to fly in 
the same plane. Eleven or 12 other 
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Metropolitan Worcester County Market 
1956 vs. 1946 


Population ...... UP 23% 
Retail Sales. ..... UP 98% 
Cotte. | 


(580,200) 


WORCESTER, MASSACHUSETTS 
Howard M. Booth, Publisher 


MOLONEY, REGAN & SCHIMITT, inc. 


Notional Representatives 


($624,927,000) 
($927,233,000) 


Advertising Age, July 9, 1956 


members of the Sunbeam manage- 
ment attending the California sales 
meeting left Los Angeles on other 
flights. 

A spokesman for Sunbeam said 
the two-executives-to-a-plane pol- 
icy was strictly observed. (Five 
weeks ago, six Crane Co. execu- 


tives and two company pilots were . : 


killed when a company plane 
crashed near Jeffersonville, Ind. 
Crane had no restrictions on its 
flying executives and has not 


changed that policy. At that time § 


[AA, May 21] AA reported that al- 
though some companies had re- 
strictive policies, the regulations 
were not strictly enforced.) 


® Mr. Widdifield began his career 
on the editorial staff of the Chi- 
cago Daily News, following his 
graduation from the University of 
Chicago in 1928. He worked for 
the old McJunkin agency and the 
Charles H. Touzalin agency prior 
to joining the Chicago Flexible 
Shaft Co., predecessor of Sunbeam 
Corp., in 1933, as advertising man- 
ager. 

He was promoted to vp in 
charge of advertising in 1952. Mr. 
Widdifield was on his way home 
from a sales meeting in Coronado 
Beach, Cal., when the tragedy oc- 
curred. 

Mr. Hadfield joined Sunbeam 
seven years ago as a salesman and 
switched to the advertising de- 
partment just a year ago. He was 
a graduate of Syracuse University 
and had served four years in the 
Army Air Force during World War 
II. He had attended the same meet- 
ing as Mr. Widdifield. 


= Mr. Johlie had been employed 
by the Supermarket Institute for 
the past 4% years. In addition to 
managing eight regional meetings 
yearly throughout the U. S., he 
was manager of the “Checker of 
the Year” award. 

A graduate of Northwestern 
University, Mr. Johlie began his 
career with Dancer-Fitzgerald- 
Sample here, as assistant merchan- 
dising manager. Prior to joining 
Supermarket Institute, he had been 
eastern publicity and promotions 
director of Toni Co., merchandis- 
ing manager of Walter Schwim- 
mer Co. and manager of advertis- 
ing, merchandising and sales pro- 
motion of Nesco. 

Mr. Johlie was returning home 
after a business trip to Houston 
and Los Angeles. 

Mr. Caple had been with Libby 
for the past 14 years. Prior to join- 
ing Libby, he worked for Colurm- 
bus Pharmaceutical Co., Colum- 
bus, O., Standard Chemical Co. 
and A. A. Schneidhohn Co., both 
in Des Moines, and Sales Auditing 
Co. here. Mr. Caple was on his 
way home after a business trip to 
Los Angeles. 


CHARLES E. KELLOGG 

NORWALK, Conn., July 3— 
Charles E. Kellogg, 72, secretary 
and general manager of the Nor- 
walk Hour, died July 1 of a heart 
attack. 

Born here, he joined the Hour 
in 1901 as a bookkeeper. Later he 
became a member of the advertis- 
ing staff and served as ad man- 
ager for several years before being 
promoted to general manager. 

In April, 1954, he was made a 
member of the Associated Press 50- 
Year Club. Recently, on the occa- 
sion of his 55th anniversary with 
the Hour, the Connecticut Associ- 
ated Press Circuit members adopt- 
ed a resolution citing his service 
to the AP in his state. His sister, 
Mrs. Nellie M. Thomas, is owner 
and president of the Hour. 


Walker Joins Logistics 

Alfred Walker, formerly manag- 
er of public relations of General 
Controls Co., Glendale, Cal., has 
been appointed director of adver- 
tising and public relations of Lo- 
gistics Research Inc., Redondo 
Beach, Cal., manufacturer of Al- 
wac electronic digital computers 
and data processing systems. 
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POWERED TO GET THE SALI'S RESULTS YOU WANT! 


10th Annual 


Chicagoland Home and 


SEPTEMBER 16—OCTOBER 7 


H:: is the hottest promotion of its kind anywhere in the 
country. Every Fall, it sends interest in appliances, 
furniture, floor coverings—everything for the home—zooming 
in the huge Chicago market. 

Promoted exclusively in the Chicago Tribune, the’ Festival 
wee 18 an event eagerly awaited by Chicago families. Every year, it 

3 e 9 * brings out well over 1,000,000 visitors to see the offerings 
_, of leading builders and furnishers. 

Mat) = The 1956 Festival will be set to start serving up results on 
Sunday, September 16. It will provide homemakers with 
buying ideas and enthusiasm that can keep your 

Chicago dealers busy for weeks. 

St yinn Walk ik ld Wall ties tintin ws the hocmning 
Chicago market, the Festival is made to order for you. Its 
effectiveness has been tested and proved for nine 
successful years. 

Get in on the ground floor by being represented in the 


Tribune Home and Home Furnishings Festival supplement on — 

opening day. Follow up in the Tribune all during the Festival. 
Your Tribune representative will be happy to help you plan 

your schedule to take full advantage of the Festival’s 

unequaled impact. Call him today. 


a — 


THE WORLD'S GREATEST NEWSPAPER © 


Ad 


Gas a aera i eas Gore = ep Cy =. a oc i oe pr ies, ieee Tt. - mae As’ ieee eet et 8 Hh ae ree A ie eae A ie = oe FASE i ye ie 
a aig ce initial, cae Be ee, oe i)... eee ae eat % Jo oe i ae Bg oo a iso eee ae oe ae Eee g af Serie 
(ee ; : ; : : ’ F ‘ - ie Z oF tame oie «nea 75 7 a ae mee 
: ¥ ~ 4 : Risa. * Gy St a 
= (3 ee ~ a Fs ; 
o ‘ 
ee : 
‘ ; 
) - 
} ee 
! . 
‘ 
‘ . ’ 
} - 
; 4 
¥ ie 
' 
at 
’ = 
y 
=, 
E 7 ; 
a p , , ‘ 4 7: i 
; But ' ~ <5 “ 
' ; en 
‘ 4 
| - 
a 
| y : 
| , 
' ie 
¢ , ' " ; . 2 ee ey Se OC area ; % = 
; Pee Th cee! ats ne ‘oa 
: iad ry Ny ; gs ™ , eee ‘3 
. os \ oo > 5 ay : 
pe 9 a a Pg “tore - . Joe |. Lh 
Pa ? J iy feo? ae : 
; ee. > Re ~ we » , ‘@ ox f 
a a oe ae eee ‘ ~ , ad = - . 
a eae > . : 
Ae ae - : ‘ * 4 
ee ae ee ne * 
Pee ct : ig 
oS : a 
ay 4 > a 
- 
aonnrait " . 3 “ 3 
emnveamates 21S aes nec” iy é $i Se 4 : ee ‘ 
oS ne aS 2 2) ee fo a te atta mee need 
ee ak > So es ee | ae me: 3 Z e 
7 i 2 nw 2 ee os . ar, 7” a oa = = . ——— _ ‘i fe Ri 
eS, ee ne 7 a eee: i" — : 
’ +, i ee St “4 a % ; aan ce: 4 aay 
‘ ee Aig co. ame a ae pea ge oe 
" “ee Ul | ee —_ 
‘ 4 ( Sie aed et , i A Pe, 4 ~ add ion hi 
q ae ia = ’ ae hae Bi SS cS * 
: a kaa co eee _ 2 ec 
“ae Pa 4 ee gn ~ aires 
ae ane a ihe a - RE re 4 BREN: Siete 4) 
- ool ee eae Ge mee 
i ae Sie ae OS arr Peri De se 
a f vo ae Sia | Bee a cE ice My 
j Cg . eon ai »® i - nee i's — g 
————  —aaere ae. ER 
- a é re Sd IIT at or Setar : 
~ _ <a i: 
i . i ant RS rere es eee 2 
Fg 1 - 4 
, - . eS ~~ S le 
: - / aa " c= , 
“a _—— Wikies oe Bic ae. i { & eo? © ey 
: x ee i eee, - Ve oe ‘ ‘ - $ 
> ie Seo ame oe * : * 
t ee ae: at ee. ae a” : —— jak. ™ a3 
eo Se. eS ah f 4 “* ea em | 
z eet . e5A8 fie ae i > op ee x 
E ey teed ie, OS BS Sy wy j Ba: Se AGe a= ve Safer, Ae 
Eo = = Meetere _% % ‘ i 
i as — 5. gf . : 
os oo = ~ nn hd joes 7 
ae a es. mee ede" Saag Oe es 
es et a : Ps sf » =  ¥ o era ee sa: 4 ; RS 4 e. ws 
eee et <2 aes as aie ee aie ~ ars 
ee. ae i A See Gs 
a rch ieee ‘Sa Hee a es er aed ae ee a Dts aati ag <a as oy 
- \s te gene Ps re a 4 te : Btn cies cs a on oe * = 
ote et ae: Ex —— ; ae Sh ae. ees 
oy aaa We i (o>. ee ia os 
Poe ee eM Re fice: 4" 
2 3 [ee ae ee oe a oo i Fs all aa ere - 
Br gc ces i aon a SS ati : 
Sia hen : . eae Sp rt 
i r ne ot. opie = eS ee A 
- ae eet hha lad | i a 
“ meg om ee . x + 4 ~~ 
ae  .. 5 cae ata < Let ag x p 
# LS a * n "<5 ingles . 6 A ee ; 
a i . xe Se ay 
ae > § i. Sie > ea os 
€ - J ee : pigs -: 
‘ 3 ty f we Sa Se wits: a ‘ 
q 7 ‘i Pee 4 . Sad sa 
Pa ee e oe, an Die J 
} ’ Fs, oe * ‘ is Xp eee <4 
EB = f ag $s 
i‘. : : Sr) <a ee ; 
, % e He - ~~ “aie sed ; 
k ee har ; TR) Oo. SNe Pike > 
, ‘ A p & a ae e. ee : b>” 7 | i 
Me died, 2 ee 5 
i ares = - ae fa oA 
re eres Sees: ta Bes ‘cae Bo ; 
Sic ass ae Tee es. x 
sf hay bys oa at Sy Fale Ne 
hemmabene ee Ne 8 aes mk : ee Mey eh xy 
i ame oh aa ee a. x on ‘7 me 
: mae J 7 po a 7 a ~ oy 
’ = ae . Se Ge = ~> 
Cage ay ay - aan fe - eee o 
nee its a. oi eis seer tied: 
errs ae 5 Sea a Be. 7 
| eS eo * Bye. a es ete” 
More than a million | ioe Sa ae ; A 
i - eS ‘ me A ee } Vg bo 
of Sige, al eS . te eae i 5 ’ 
an * * éoea Gare ‘ a ve 
ea.’ fe oS & 
_ a hee re : Oe 
homes in : a ee fo 
ar eae Tc eS ee ae 7. an os 
S a Ss 8 : . ey 
j : . , a ; Ci sete . ¥ a 
successful show of its oe ’ +E ' 
5 : Nes ge s Angeles te 
: ; : * 
kind in the nation. izpatrick Associates 
‘3 : Wilshire Bivd. : 
wt x ; perior 7-0 prray Faull 2- ward 2 aAr 1-1 940 MUnkirk 5-3557 ee, 
PLEAS a kp satel hiss a ‘ wer fo eae a =“ —— , : 
OT es OO e = / —— ae MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 3 
_— A. 
fa 
r a z . <2 = 7 Ye 
iar Aaees ee ma > ae Ri ee ee Mas pete emer ee ee ery. a Se eS ee ee) ee 
te pee ee ey SE ee CT i lek a ete a Pees UE oC ee Dek: eae Ea “ad e 


34 


JWT Names Three in 
J. Walter Thompson Co., Chica- 
go, has appointed W. Scott Leon- 


ard an account representative and 
Robert D. Dohn an art director. 
Mr. Leonard has been a vp and 
account supervisor of Young & Ru- 
bicam for the past eight years; Mr. 
Dohn has been with Foote, Cone & 
Belding and its predecessor, Lord 
& Thomas, for 19 years. Betty Stu- 
art Smith, formerly director of tv 
and radio publicity in New York, 
has moved to the agency’s Chicago 
office as a copywriter on the Kraft 
account. 


To the man “from Missouri” 


To reach tonnage QS 
buyers of metals, use 


APAERICAN METAL MARKET 


Doily Newspaper of the Metal Industries 
16 CLIFF ST., NEW YORK 38, N.Y. 


McGrew-Hill to Split Stock 

McGraw-Hill Publishing Co., 
New York, has proposed to stock- 
holders a three for one stock split 
to recapitalize the company so as 
to change the 1,200,000 authorized 
par value $5 shares of common 
stock into 3,600,000 shares of $3 
par. The company also proposes to 
increase its dividend from 25¢ to 
30¢ a share. McGraw-Hill split 
its stock two for one last on July 
23, 1953. 


WITH REAL Mo 


RS Be eM 


m 


2/5 MILLION NEGROES 


ef U. $. Baer 
POPULATION 


of U, $. Negro 
DOLLARS! 


PRODUCERS—Newly elected officers of the Los Angeles Advertising 

Agency Production Men’s Club are Herbert N. Kessler, Hixson & 

Jorgensen, president; Walter S. Berk, Stromberger, LaVene, Mc- 

Kenzie, vp; Clark A. Campaiola, Calkins & Holden, treasurer, and 
Pat F. Kater, Batten, Barton, Durstine & Osborn, secretary. 


VW 


335th Sale for Comedy 
CBS Television Film Sales, New 


through-Friday strip feature. 


NOW YOU CAN REACH THEM AT NEW LOW COST! 


{... actually as little as 1 ¢ per thousand! ) 


ROLLINS BROADCASTING, INC. Now York Officer 545 Filth Ave. EL 5-1515 
Get the facts today —> FLLIRS EON eae Timmer Chisuger 556 5, Cottoge Grome fine, IO 7.4124 


York, has chalked up its 335th sale 
for the “Amos ‘n’ Andy” film 
series since it went into syndica- 
tion in August, 1953. Last sale was 
to WRCV-TV, Philadelphia, which 
is using the comedy as a Monday- 


KANS Names Simmons 

Simmons Associates, New York, 
has been named national repre- 
sentative for KANS, Wichita, Kan. 
The station formerly was handled 
by John E. Pearson Co. 


THE 
DISTRICT MANAGER 


FIGURES AT THIRD TIME Topay ») 
P ay eo WE'VE HAD TO FILL IN 
THINK /’LL CHECK WITH YOUR ITEM. 
A FEW STORES AND 


SEE HOW OUR 


GUESS BOTH THESE 
WOMEN READ THE 


/ | COULD ONLY LIST THE 
ITEM AND THE PRICE — 
YOUR AD DID THE 


BuT - 
i. Lf we 
j ae 


AN ITEM LIKE YOURS 
MOVES FASTER WHEN THE 
AD RUNS iN THE SAME 

PAPER WE'RE IN. 


= 


MOL ya 


WE USED THE SUN-TELEGRAPH 
SINCE LONG BEFORE THESE 
STORES WERE SUPER MARKETS. | 
we AWOW OUR CUSTOMERS f 
READ THE EVENING 


IT'S A FACT’ — 
MORE THAN 3OurT oF 4 


* FRGat Au AUTHORITATIVE STUDY CP GROCERY PURCHASES BY PITTEOUROM NEWEPAPER READING PAAMUSS, 


® | 
: PITTSBURGH SUN-TELEGRAPH eeresenteo NAnONALLY BY HEARST ADVERTISING SERVICE INC. 
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Leadership...for the 33d consecutive year! 

j again Good Housekeeping leads 
all women’s service Magazines 
in pages of advertising! 


Pages, 1956 | Pages, 1955 Pages | Percentage 
+0or— +or— 
Si 


TY 


Good — 763.2 694.7 +68.5 +9.9x 
Housekeeping 


—" 622.8 605.9 +169 +2.8% 


Bia 456.7 448.5 +82 +1.8% 


i; F : “ Jus : ry Se get 
paet r R ‘ 2 Ne ek i f.pifees : SEE SE. | Sole naa eee 2S : {3 ae ee ; 2 
ne f CS yy Seep ORs corsets Be ON fen, fem, oer pags oe Rit) om Rest ee eee. ea: peor, oe * oe Fas Migs ee, Pei Fey, aie ia 


Magazine 271.2 3204 49.2 | -15.4% 


| 140.4 more total pages than our nearest competitor! 
51.6 more pages gained than our nearest competitor! 


It is evident, from this spectacular and constant increase, #7 
that advertisers are well aware of Good Housekeeping’s Hi 
impact on the consumer. They know that... 


) She’ sold when she’s told“ ood ousekeeping Guarantees It” § 
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57 TV Stations OK 
10-Second ID Ads 
for Kools, Viceroy 


New York, July 3—Brown & 
Williamson Tobacco Co.’s cam- 
paign to get more stations to accept 
its full ten-second visual ID's 
Seems to be going well despite the 
objections of the Station Repre- 
sentatives Assn. 

Ted Bates & Co., which recently 
sent letters to 150 reiatively new 
stations requesting clearance of 
this kind of station break for Kools 
and Viceroy cigarets, was piling up 
acceptances last week. 

Of 95 stations answering, 57 
agreed to let Brown & Williamson 
have the full screen for the full 
ten seconds and seven to eight 
seconds of audio, with the station 
identification being made by audio 
in the remaining seconds of the 
spot. Twenty-five turned down the 
request.,and 13 delayed a final an- 
swer. 


® Bates’ letter to the stations 
pointed out that the cigaret mak- 
er’s spot schedule is now running 
on more than 300 outlets. At the 
time the agency started the full 
ten-second visual formula in 1953, 
some 70% of the stations then on 
the air accepted the idea, agency 
exedutives report. Leading major 
market stations are included 
among the holdouts. The latest 
letter went out primarily to sta- 
tions that are new to tv and are 
new to the spot schedule. 

The Station Representatives 
Assn. opposes the Viceroy formula 
because it requires the stations to 
give up a valuable means of self- 
promotion and because it con- 
travenes the two types of ID 
standards that have been widely 
accepted in the industry. In one of 
thé SRA standardized ID’s the ad- 
vertiser gets three quarters and 
the station one quarter of the 
screen for ten seconds, the adver- 
tiser gets six seconds of audio and 
the station two. In the other ac- 
cepted standard the advertiser 
takes the full screen for eight sec- 
onds (with six seconds of audio) 
while the station gets two seconds 
video and audio for identification. 


® In opposing the Viceroy cam- 
paign, Larry Webb, managing di- 
rector of the representatives group, 
commented: 

_ “SRA is pointing out to the sta- 
tions that when they give up this 
two seconds they are giving up one 
of their most valuable franchises 
in promoting their own station in 
any given market. Stations which 
may be presently giving an adver- 
tiser the full ten seconds of an ID 
without presenting their call let- 
ters and channel number are gross- 
ly under-evaluating the importance 
and effectiveness of their own me- 
dium. Asking a station to give up 
such visual identification as his 
call letters and channel number 
is like asking a newspaper to give 


market... 


Panel of 2,000 
Pittsburgh families available for: 
® Promotion Penetration Studies 
® Blind Product Tests 
© Opinion Surveys 


Market Survey Bureau 


ERNEST €. ENGEL, Director 
2 GATEWAY CENTER, PITTSBURGH 22, PA. 


Ne ey a. ety i ee le a ie a 


up its masthead so that an adver- 
tiser could buy the very valuable 
space on the top front page, or to 
carry it a step farther, is like ask- 
ing a cigaret sponsor on tv to 
give up showing the pack of cig- 
arets he is so intent on selling.” 


Conover-Mast Publishes 
Aviation Handbook 

Conover-Mast Publications, 205 
E. 42nd St., New York, has pub- 
lished its “Aviation Age Research 
& Development Technical Hand- 
book.” This is the first edition of a 
proposed annual engineering and 
research reference for aviation’s 
technical management. 

The manual contains 664 pages 
and includes more than 600 de- 
scriptions of equipment, parts and 
materials; tables of specifications 
and performance data. It supple- 
ments the monthly technical ser- 
vice of Aviation Age. 


Fairchild to Resign in ‘57 
Edmund Fairchild, who has been 
director of all activities of Fair- 


eee 
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ee 


ny plans a new calendar, using this year’s ads. Car- 


ment to its shirtless shirt classics—an “offstage” 
son, Roberts, Los Angeles, is the agency. 


man. The original series, running in Men’s Wear, 


move to Florida. Mr. Fairchild, who president, and elder son of E. W. 
is secretary of the company, is a Fairchild, who founded the organi- 
brother of Louis W. Fairchild, zation. 


child Publications in the Midwest, 
with headquarters in Chicago, is 
resigning July 1, 1957. He plans to 


no doubt about it... 
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THE SPOKANE MARKET 

REALLY MEANS 
BUS/NESS 
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Nordstrom Predicts 
Folding Box Sales 
Will Double by ‘65 


Lake Tanoe, July 3—Gustav 
L. Nordstrom, executive director 
of the Folding Paper Box Assn., 
last week predicted that the sales 
of folding paper boxes could in- 
crease from $850,000,000 today to 
$1% billion by 1965. 

Mr. Nordstrom, who spoke at 
the annual meeting of the Pacific 
Coast Paper Box Mfrs. Assn., said 
that “about a $150,000,000 increase 
would come as a result of natural 
population growth, but that the 
major increase would result from 
new business.” 

“The potential new business 
will come from packaging of items 
that are not now packaged, espe- 
cially for self-service selling,” Mr. 
Nordstrom said. “In the grocery 
field alone, new packaging can in- 
crease carton sales by $220,000,000; 
$100,000,000 for carry-cartons and 


NICE kiTty—Herb 
Bull shows a lion 
how good 7-Up is 
while on the 
Coast supervising 
filming of a 7-Up 
commercial in 
film series “Sol- 
diers of Fortune.” 
Mr. Bull is senior 
art director, tv 
art department, J. 
Walter Thompson 
Co., Chicago. 


. 
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multi-packs, and another $120,- 
000,000 for pre-packaging of pro- 
duce.” 


s There is a strong demand for 
creative packaging in the depart- 
ment store field that could be 


turned into carton sales amounting 


to another $100,000,000, he said. 
“New packaging of tobacco prod- 
ucts can account for $80,000,000, 
and packaging of drugs, hardware 
items, toys and paper goods can 
mean $100,000,000,” Mr. Nordstrom 
added. 


The potential sales increase 


would come about “only with cre- 
ative sales effort on the part of 
individual carton companies work- 
ing to design packages that will 
meet the requirements of the 
whole distributive process; from 
the product manufacturer through 
wholesaler and retailer to the ul- 
timate customer,” he said. 


RCA Offers Miller Album 

RCA Victor Radio & Victrola di- 
vision, Camden, N.J., is offering 
the $24.95 Glenn Miller Limited 
Edition No. 1 album for $5 with the | 
purchase of a 45rpm  Victrola| 
phonograph. The promotion will 
be supported by ads in Collier’s, 
Life, Scholastic Roto and Seven- 
teen, as well as on RCA-sponsored 
tv and radio programs. Dealer ma- 
terials will be available. Kenyon 
& Eckhardt is the agency. 


‘Post’ Dispatch Names Budd 

The St. Louis Post-Dispatch has 
named John Budd Co. advertising 
representative for 11 southern 
states. 


merchandise really moves... 


IT'S ONE OF THE THREE MUST MARKETS 
IN THE PACIFIC NORTHWEST 


You'll be amazed how fast merchandise moves when you cover —and really sell —the billion dollar 
Spokane Market. For many good reasons, this responsive market makes a big difference in your Pacific 
orthwest, or any other, sales program. 


SIZE: The aphical heart of the Pacific Northwest, the Spokane Market is a homogeneous trade 
Roe teelend. Its over one million residents constitute one of the nation’s truly great big- 


area the size of 
volume markets. 


INDUSTRIAL DIVERSIFICATION: Income from a wide variety of rich, productive industries — 
Mining, Manufacturing, Lumbering, Agriculture, Livestock, Transportation and Finance — lends unusual 


balance, stability and impetus to an economy that is steadily and uninterruptedly climbing. 


BUYING POWER: Net effective income totals $1.8 billion; retail sales, $1.3 billion. Per capita in- 


come exceeds the national average by 4%, retail sales per capita top the U.S. by 8%. 


ISOLATION: Walled in on all sides by giant mountain ranges, the Spokane Market stands alone as 
an independent and unified trade area. Advertising in coastal cities 300 or more miles away cannot pene- 


trate this big, rich market. 


To really sell the Spokane Market . . . to move merchandisesby the carload . . . schedule the two 
newspapers residents have read and accepted as “home-town” dailies since pioneer 


man-Review and Spckane Daily Chronicle. 


Combined Daily Circulation Over 160,000 — 86.41 % UN-duplicated 


Advertising Representatives: Cresmer & Woodward, Inc., New York, Chicago, 
Detroit, Los Angeles, San Francisco, Atlanta. Color Representatives, SUNDAY 
SPOKESMAN-REVIEW. Comic Sections: Metropolitan Group. 


days — The Spokes- 


Media Buyers... 


Account 
Executives... 


Sales Managers / 


. .. why almost everyone in the 
Hartford-New Britain~ Market 
(third richest in the U.S.A.) con- 
siders WKNB-TY its very own 
station. 

. « why WKNB-TYV packs such 
a powerful advertising wallop 
— over 375,000 sets — 94%, 
saturation in Hartford County. 


WKNB RADIC the 
leading independent 
music-news-sports  sta- 
tion in Hartford County. 
Broadcasts all Yankee 


Baseball Games. 


Represented by 


The Bolling Co., Inc. 
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Advertisers are spending more dollars with the NBC Radio Network on weekends 
| work. 43 Y 
than with any other network... © more than with the second network. 
During its first year, MONITOR increased NBC Radio Network weekend reve- 
nues — in the face of a decline in weekend revenue on all other networks — by 
°] 
over the p year. 
MONITOR has moved steadily from 30% sold-out in the first quarter of 1956 to 
18% ‘Rad 
more than © sold-out for this August. By next month, NBC Radio 


will be delivering over 4,0 QO O,0 O O more listener commercial 


impressions, weekends, than any other network. 


You belong on MONITOR, where advertisers have placed so many stamps of 


moa. NBC RADIO NETWORK | 


a service of (%) 
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EVERYTHING IT TAKES FOR GROWING! 


Markets, too, grow best when conditions are right. In 
South Bend, Indiana’s 2nd market, you'll find every- 
thing to grow on. There’s a healthy climate of diversity 
—263 employers share 96,000 workers. There's plenty 
to feed on—income and sales per family are among the 
Nation's highest. That’s why important retail outlets 
like National Food Stores, J. C. Penney, Kroger and 
others are expanding greatly here. Advertising linage of 
the South Bend Tribune is at an all-time high—in all 
classifications. Send for free market data. 


Frenktin O. Schurz — Editor and Publisher 
STORY, BROOKS & FINLEY, INC. + NATIONAL REPRESENTATIVES 
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7 Counties, 1/2 Million People 


OUT OF BED—This 
Springs Cotton 
Mills ad for 
Spring maid 
sheets plays up 
paintings of its 
Fort Mill plant 
and offices and 
its Church St., 
New York, sales 
offices. Copy par- 
aphrases “This is 
the house that 
Jack built.” The 
ad appears in the 
July Ladies’ 
Home Journal. C. 
L. Miller Co., 
New York, is the 
agency. 


Now! Increase your highway display 
audience by 50%! 


Displays of “SCOTCHLITE” sell all night... help you 


REFLECTIVE SHEETING 


reach your prospects on the road after dark 


If your prospect list includes the motor- 
ing public, you know the value of high- 
way advertising! But did you know that 
for just a slight increase in cost you can 
build your highway audience by 50% by 
reaching those who drive at night? Dis- 
plays of “Scotchlite’’ Reflective Sheeting 
do the job—and do it 24 hours a day! 

By day, these displays sell in vivid full- 
color, and they sell exactly the same way 


-eoi#iUTE 


REFLECTIVE SHEETING 


by night. Reflecting your message in the 
light of every passing headlight beam, 
durable displays of ‘‘Scotchlite’’ Sheeting 
deliver a compelling and lasting impres- 
sion to your prospects on the road after 
dark! 

Find out how you can use these bril- 
liant long-lasting displays to build your 
profits now. Send the coupon below for 
full details. 


emblem of “Scotchlite” Reflective ¥ 
Nome 
Tithe. 
Cc - 
City lone. State. 


Creator of ‘Bert & 
Harry’ Named Young 


Adman of the Year 


New York, July 3—Ed Graham 
Jr., a young man who makes sev- 
eral million televiewers rush 
for their sets nightly just to 
watch his commercials, has been 
named the outstanding Young Ad- 
vertising Man of the Year 1956 by 
the Assn. of Advertising Men & 
Women. 

Creator of the mythical Piel 
Bros.’ Bert & Harry, who nightly 
regale audiences as they sell Piel’s 
beer, 27-year old Graham was a 
copywriter at Young & Rubicam 
when he started the series. He 
recently resigned to set up his own 
Goulding-Elliott-Graham Inc., in 
parnership with Ray Goulding and 
Bob Elliott, who are the voices of 
Bert and Harry. The company 
handles both creative and produc- 
tion work on television commer- 
cials. 


es Mr. Graham was chosen by a 
panel of advertising press writers 
and was presented a plaque by 
the association. Special citations 
were also given by the group 
for “outstanding achievement in 
advertising.” They went to Louis 
J. Cowan, vp, Columbia Broad- 
casting System, for creation of 
television’s “$64,000 Question” 
and to George H. Allen, sales pro- 
motion directcr, McCall’s, for de- 
velopment of the magazine’s “To- 
getherness” theme. 

Last week the association also 
elected officers to serve for 1956- 
57. John J. Patafio Jr., eastern 
advertising manager, Reporter of 
Direct Mail Advertising, was elect- 
ed president. Other officers are 
Stan Rubin, Elite Letter Service, 
and Robert A. Murphy, Bureau of 
Advertising; ANPA, vps; Vinnie 
Volpe, Lithographers’ Journal, sec- 
retary; Marianne Heiden, Freder- 
ick Atkins Inc., assistant secretary, 
and William Grave, Grey Adver- 
tising, treasurer. 


Canada Cuts Beer Tariff 
Canada has made new tariff 
agreements under which duty on 
beer in casks will be reduced to 
15¢ a gallon from 35¢. The tariff 
on bottled beer will be reduced to 
15¢ a gallon from 50¢. According 
to Canadian officials, this may lead 
to a drive by U. S. and other coun- 
tries for a share of the beer market. 
Currently, most beer consumed by 
Canadians is brewed in Canada. 


Ward Joins May Outdoor 
Robert B. Ward, formerly adver- 
tising manager of E. & J. Gallo 
Winery, Modesto, Cal., has been 
named sales manager of May Out- 
door Advertising Co., Los Angeles. 
At one time, Mr. Ward headed his 
own agency in Salt Lake City. 
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Does hort copy sell harder 


‘han long copy ? 


The di: ail expert is sold on 
long co The 24-sheet-poster 
Say: 1 seven words or less. 


Acthally, .gth of copy depends 
on the iy. of product and the 
place t'c «| will appear. 

How al .it advertising in mag- 
azines? L.:.| through any issue and 
you'll no'« that the average ad 


has a goo ‘many words in it. The “ 


picture anc headline usually at- 
tract the reader. The body copy 


“How about you...can you look the" 
tax collector squarely in the eye?” 


does the real selling job. 

When an ad appears in The Sat- 
urday Evening Post, the copy has 
a better chance to sell because it 
has a better chance to be read. For 
the Post is a reading magazine. 
And each week it gets more hours 
of attentive reading than any 
other weekly magazine. 

The Post—and the advertising 
messages it carries—gets to the 
heart of America. 


HENRY OBERMEYER, Vice Pres., Bozell & Jacobs, Inc., N.Y.C., 


‘ previews “Our Tax Laws Make Us 


“It’s getting to be just like the days 
of Prohibition all over again. It’s 
smart to slink around the law these 
days—if it’s the tax law. Even the 
most respectable people and busi- 
nesses are doing it. Cameron Hawley 
doesn’t just complain about the high 


Dishonest” from this week's Post. 


rates... he says if the laws are mak- 
ing us semi-crooked, maybe the laws 
are more to blame than the people.” 


Inall, 7 articles, 4 short stories, 2 serials, 
and many special features in the July 
14 issue of The Saturday Evening Post. 
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India’s Parliament Votes to Shift 
Government Ads to Indian Agencies 


(Continued from Page 1) 
Corp. (Air India had been a JWT 
account before it was national- 
ized.) 

Indian Airlines Corp. recently 
called eight or nine agencies to 
Dethi to pitch for its account. JWT 
ended up with the biggest portion 
of the account, but Mrs. Alva la- 
beled this competition “nothing 
less than a farce.” 

Bhupesh Gupta, a Communist 
member of Parliament, said that in 
view of the dominance of foreign 
interests in advertising, there was 
an “urgent need to eliminate” the 
foreign agencies. 

Suresh Mahanty told the Parlia- 
ment that since India was com- 
mitted to progressive socialization 
of the economy, the foreign adver- 
tising agencies ought to have closed 
their shops already. ‘ 

Another member proposed an 
inquiry into the “monopolistic 
hold” of the foreign-owned and 
foreign-controlled agencies. 


® Replying to these protests, Dr. 
B. V. Keskar, government minister 
for information and broadcasting, 
said there were good reasons for 
the dominance of foreign advertis- 
ing agencies. He pointed out that 
advertising has not been exten- 
sively used in India and has been 
developed primarily by the for- 
eign agencies. 

Dr. Keskar added, however, that 
the government policy was to see 
that Indian concerns were en- 
couraged and that preference be 
given to Indian advertising agen- 
cies wherever possible. 

Inquiries made by ADVERTISING 
Ace’s correspondent here indicate 
that the resolution passed by Par- 
liament has had no immediate ef- 
fects. No Indian agency has bene- 
fited yet, and the foreign agencies 
continue to do “business as usual.” 

With India in the midst of a 
long-term development of its in- 
dustries, advertising is entering its 
most prosperous and progressive 
period. It is playing an increasing- 
‘ly important economic role every 
day. 


s The total business in all media 
of the 106 advertising agencies in 
the country has been estimated at 
$12,000,000 a year. Excluding the 
mushroom outfits, there are 30 
major agencies, mostly located in 
Bombay. 

J. Walter Thompson, with offices 
in Bombay, Delhi, Calcutta and 
Madras, is the largest agency in 
the country, billing an estimated 
$2,500,000 annually. JWT is fol- 
lowed by Keymer ($1,606,000), 
Grant ($1,300,000), Stronach ($1,- 
000,000) and Lintas ($1,000,000). 
Among the important Indian- 
owned agencies are Press Syndi- 
cate Ltd. and Advertising & Sales 
Promotion Co. 


® India has about 330 dailies, 2,- 
000 weeklies and 4,000 other peri- 
odicals. Numerically it sounds 
more impressive than {it actually is. 
The circulation of almost all these 
papers is pitiably small due to il- 
literacy and poverty. The total cir- 
culation of daily newspapers is 
only 2,560,000. 


PRESS CLIPPINGS 


News items, editorials, odvertisements 
Make Authentic Records 


You can check results promptly and base 


To cap it all, an average manu- 
facturer or business man is oblivi- 
ous to the benefits of advertising. 
The slogan “It Pays to Advertise” 
has not yet penetrated India. Even 
today a big slice of advertising 
comes from foreign companies such 
as Burmah Shell, Standard Vac- 
uum, Lever Bros., Caltex and Im- 
perial Chemical Industries. The 
total advertisements from govern- 
ment sources are estimated at 
about $1,000,000. 


®@ The problems are all negative. A 
spokesman of the industry detailed 
them as follows: Lack of knowl- 
edge of the value of advertising; 
lack of competent and trained per- 
sonnel in the agencies and lack of 


At one time, Mr. Ward headed his 


teaching of ad - 
vonee vertising in the uni 

There are very few foreign 
trained executives. The sales pro- 
motion and merchandising methods 
still border on the primitive and 
a research is almost unheard 
The Indian advertising agencies 
operate on the 15% commission 
basis, but some of them are not 
entirely free from unethical prac- 
tices. It has recently been proposed 
to form an Advertising Council 
comprising representatives of 
newspapers, advertisers, and ad- 
vertising agencies to concern itself 
with the ethics and practices of ad- 
vertising. The council’s task would 
whg formulate a detailed ethical 


® A phenomenon of the advertis- 
ing scene is the introduction of ra- 
dio commercials. India’s state-con- 
trolled radio allows no advertising. 
The commercials are beamed from 


nearby Ceylon. Today, due to the 
quality of its programs, Radio Cey- 
lon has more listeners in India 
and Pakistan than All India Radio 
and Radio Pakistan. The commer- 
cial service of Radio Ceylon is 
getting excellent response from 
Indian advertisers. The business is 
placed through Radio Advertising 
Services, Bombay, which handles 
monetary exchange arrangements, 
allocates time and produces pro- 
grams. D. J. Keymer, a pioneer in 
the field, has its own recording 
studio in Bombay. 

At present Radio Ceylon pre- 
sents about 20 sponsored shows on 
the air every week. There are no 
listening statistics regarding Igdia, 
despite the fact that Radio Ceylon 
gets 65% of its revenue from India. 


= Among the top agencies and the 
major accounts they handle are: 


© Grant Advertising, Bombay: An- 
glo-Swiss Watch Co.; Coca-Cola 


own agency in Salt Lake City. 
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Export Corp.; Colgate-Palmolive 
(India) Ltd.; Goodyear Tire & 
Rubber Co.; International General 
Electric Co.; Imperial Tobacco; 
Jenson & Nicholson Ltd.; Kashmir 
Government Industries; Murphy 
Radio; Max Factor, Hollywood; 
Nestle Products; National Cash 
Register; Paramount Films; Pakis- 
tan International Airlines; Trans- 
World Airlines, and Volkart Bros. 


e D. J. Keymer & Co. Ltd.: Amer- 
ican Express; Assam Oil Co.; Bur- 
mah Shell; B.O.A.C.; Cadbury Fry; 
Dunlop; East Asiatic Co.; Ilford 
Selo; 1.C1.; Lipton; Prudential As- 
surance; m Rand, and 
Watchmakers of Switzerland. 


@ Lintas Ltd.: All Lever Bros. 
products, mainly Lux soap. 

©@ Press Syndicate Ltd., Calcutta.: 
Central Tea Board; Phillips; Tur- 
ner Hoare & Co.; Blue Star Engi- 
neering, and Mackinnon Macken- 
zie. 


WFMY-TV 


holds the Greensboro 


50-county AREA spellbound... « 
Z 


@MARTINSYILLE 


mba 


“DANVILLE 
cw 


WFEMY-TV 
WINSTON. 


* GREENSBORO 


® HIGH POINT 


DURHAM 


soe 3 


LEXINGTON 


ASHEBORO 


Il city weighted composite TRENDEX report — April, 1956 


NIGHT-TIME — sets in use, 47.0 


DAYTIME ~— sets in use, 18.1 


WEMY-TV 
second station 
third station 
fourth station 
all others 


AVERAGE AVERAGE 
RATING 
12.6 
2.5 
0.7 
1.4 
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AVERAGE 
RATING 


WFEMY-TV 
second station 
third station 
fourth station 
all others 


AVERAGE 
SHARE 
59.1 
19.3 
6.6 
9.8 
6.0 
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© L. A. Stronach & Co. Ltd.: Brit- 
ish European Airways; British Van 
Heusen Co. Ltd.; Caltex; Thomas 
Cook; Firestone Tire; Gillette; 
Jantzen swim suits; Monsanto 
chemicals; P. & O. Steamship; 
Quantas Airways; Rolls Royce; 
SKF; Singer Sewing; Vickers Arm- 
strong. 


© J. Walter Thompson Co. (East- 
ern) Ltd.: Air-India International; 
Brooke Bond Tea; Cement Market- 
ing Co.; Central Railways; Cham- 
pion Spark Plug; Chesebrough 
Mfg. Co.; Cluett, Peabody & Co.; 
Douglas Aircraft; General Electric 
Co. of India; Kolynos Dental 
Cream; Johnson & Johnson; Ko- 
dak; Lloyds Bank; National Car- 
bon Co.; Pan American World Air- 
ways; Parker Pen Co.; Pond’s 
Extract Co.; Reader’s Digest; Rolex 


McKown 


Warren 
SIGNING IN—D. P. Brother & Co., Detroit, has consoi::'. and en- 


Brother 


“Willie Wiredhand’ Isn't ‘Confusingly 


Similar’ to ‘Reddy Kilowatt,’ Judge Rules 


Cotumsia, S. C., July 3—A bat- 
tle for survival between two car- 
toon-type trademarks has been 
ruled “no-contest” by Judge Harry 
E. Watkins in federal court here. 

Willie Wiredhand, a five-year- 
old cartoon character used to pro- 
mote public power by the National 
Rural Electric Cooperative Assn., 
has emerged unscathed from three 
years of litigation with Reddy 
Kilowatt, owned by Reddy Kilo- 
watt Inc., and used by private 
utilities on a license basis for the 
past 30 years. 

‘Reddy Kilowatt’s owners con- 
tended in the law suit that Willie 
Wiredhand is practically indis- 
tinguishable from Reddy. This, it 


larged its offices in the General Motors Bldg.,GM Bidg Annex and 

the adjacent Argonaut Bldg. Watching a workman iistc'. a sign are 

agency executives D. P. Brother, president; Guy S. W irren, exec 
vp, and Robert G. McKown, assistant to the presidents 


watch; Shalimar paint; Chase & 
Sanborn Instant coffee; Standard 
Vacuum Oil Co.; Tata Sons Ltd.; 
Voltas, and Western Railways. 


was claimed, has caused public 
confusion and has amounted to un- 
fair competition. 

Judge Watkins, in his decision, 


<a 


and 
TRENDEX proves it! 


Our Pied Piper of The Piedmont rates the warmest welcome in 
these 11 key communities —as well as all the others — making 
up the rich Greensboro market-place! The weighted composite 
Trendex Report for April shows WFMY-TV's average daytime 
rating at an impressive 12.6! That's five times better 
than the next-best station! And night-time? A whopping 27.8 

. — over three times the latter's average rating! 


IN FACT— according to the same Trendex — WFMY-TV 
produces a higher average daytime . . and a higher 
average night-time . . rating in these 11 cities than 
ALL of the region's nine other stations put together! 


Here's resounding evidence of how WFMY-TV's mighty 100,000 watts 

on Channel 2 has a boarding-house reach extending across 50 

North Carolina and Virginia counties. Glowing proof, too, that WFMY-TV’s 
seven years of carefully-planned local originations and arresting CBS-TV 
programs make it the undisputed television favorite of the rich Piedmont. 


And what an area this Piedmont is! Alive with growing industry . . packed 
with nearly two-and-a-half billions of spending money . . thronging with 
more than two million customers . . and vibrant with selling opportunities! 
There's only ONE station that can deliver ALL of it for you. WFMY-TV, of 
course! Fall in behind our Pied Piper's profitable footsteps and whistle 
yourself up a handsome share of its super-sales. Your Harrington, 

Righter and Parsons man knows the tune. Call him today! 


» 


GREENSBORO, N.C. 
Represented by 
Harrington, Righter & Parsons, Inc. 


New York — Chicago — San Francisco — Atlanta 


said that Reddy Kilowatt “is made 
up of a body, arms and legs of 
jagged lines simulating lightning, 
to symbolize electricity, and with 
a round head having a nose made 
up from an electric light bulb, 
and plug-in sockets for ears.” 


® Willie Wiredhand, the judge 
said, “is made up of a male plug 
for the hips and legs, a wire for 
the body, and a socket for the 
head, with the pushbutton thereof 
representing the nose.” 

Judge Watkins pointed out in his 
ruling that “the name Reddy Kilo- 
watt suggests the idea of electric 
energy which is always ready,” 
whereas, “the name Willie Wired- 
hand is a play on the conventiona! 
term used in rural communities to 
designate a farm worker, named a 
‘hired hand,’ and suggests elec- 
tricity through the substitution of 
the wired for the hired. The two 
figures,” he ruled, “are not con- 
fusingly similar.” 


Sackheim Will 
Create Direct Mail 
on Per-1,000 Basis 


New York, July 6—Maxwell 
Sackheim & Co. plans to announce 
Monday a new method of compen- 
sation for direct mail work. 

“We will create mailings for c!i - 
ents, charging a royalty per 1,000 
mailed, regardless of the cost of 
production,” said Maxwell B. 
Sackheim, board chairman. “The 
basic fee we will charge is $3 per 
1,000, with a minimum guarantee 
of $300 for every new mailing cre- 
ated. 

“Agency executives and adver- 
tisers will quickly see that al- 
though $300 may cover overhead, 


The only way our agency and oth- 
ers who wish to use this plan can 
produce a profit is to create mail- 
ings that justify wide use. There- 
fore, we will only be able to enter 
into this arrangement with clients 
whose business has the potential 
for large mailings.” 

Mr. Sackheim said, “The main 
thing which has heid back agen- 
cies’ participation in their clients’ 
direct mail programs has been the 
lack of an equitable method of 
compensation.” He said his plan “‘is 
going to solve this problem.” 


ON THE U.S. COAST GUARD 
MARKET THROUGH THE 
EXCLUSIVE COVERAGE OF 


MAGAZINE 


Only U.S. Coast Guard Magazine serves the 
special interests of Coast Geardsmen exclusive- 
ly. Get attention—and results—in this impor- 
tant serviceman market through the coverage- 
in-depth of U.S. Coast Guard Magazine. Write 
today for rates, copies and market information. 
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Only by “blasting” this Blue Ground of Sales 
can you Carry today’s retail market 


success today demands deep penetration of 
this vital area of consumer wealth. 
The American Weekly, with its more than 10 
million families, digs into the Blue Ground 
more deeply than any standard magazine. It 
. dollars are spent here. Seven or more out of te ee eae 
every ten dollars spent at retail are rung up ye a — 
, : Ladies’ Home Journal combined for about 
half the cost. 


No national product can survive for long with- 
out acceptance in the Blue Ground of Sales. 


Bulk of America’s people, payrolls and profits 
are compressed in this indispensable market- 
ing area. Eight out of every ten super market 


Standard advertising patterns can no longer 
cope with this concentration of population, 
prosperity and buying power. Thinly spread 


Have your American Weekly representative 
explain what the Blue Ground can mean to 
you. His story — “Dynamiting the Blue 


Ground” — provides a new foundation for sales 


circulations don’t even begin to tap the Blue 
Ground’s gigantic purchasing potential. Sales 
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MORE READERS PER DOLLAR 
Average Noting —All Four-Color Page Advertisements 
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MOURED ON 4-COLOR PAGE COST—ONE Timt 


Source, Storch 51st. Adnorms Report 7/54 — 6/55 
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Sells Phones in Supermar: 
General Teleee Co. -_ 


$945 Direct Selling Investment Brings 
$7,000.00 Return! Facts Sent You FREE* 


To market-test an auto 


economical 

; your control is never threatened by hard 
wholesaiers or retailers. ticket items sell 
as y as , not y to homes but 
stores, offices, factories. me Senna Sa verde ke g 

right alongside t retail setup it co 
For detailed authoritative facts about modern Direct 
read “The Quickest Way to National Dis- 
tribution.” Send for free copy today—no need to 
write—just > this ad to your business letterhead 
and mail to: SPECIALTY SALESMAN, Room 812-7, 
307 North Michigan Avenue, Chicago 1, Illinois. 


tucky is planning an August push 
of colored phones in a Kroger 
supermarket in Lexington. The 
company plans to set up a display 
in the store showing phones in 
eight colors. Customers may take 
a phone home and the company 
will send a man to install it, or 
they may order one (the New 
York Telephone Co. held a similar 
sale a year ago in a Great Neck 
L. L. supermarket [AA, July 11, 
1955]). 


Westinghouse Electric Sets 
Operation Landslide ; 
Westinghouse Electric Corp. is 
telling its dealers it will spend no 
less than $10,000,000 in local key 
city and co-op advertising between 
Aug. 12 and Nov. 6 to support its 
radio-tv sponsorship (on CBS) of 
the political conventions and cam- 
paign. The drive is Gubhes “Oper- 


ation Landslide.” 


come up and see us 


... anytime! 


MEN’S WEAR 


Moegazine 


A Fairchild Publication 
7 East 12th Street, New York 3 


Anytime you want to place your advertising 
before THE LARGEST AUDIENCE OF MERCHANTS 
in the men’s wear field, come up and see us— 
MEN’S WEAR Magazine, THE LEADERSHIP 
PUBLICATION of the men’s wear industry. FoR 
TODAY, MEN’S WEAR Magazine has the larg- 
est circulation among retailers of any publication 
in the field. It is THE RETAILER'S PUBLICATION. 


Car Dealers in 
Detroit Join BBB 
in False Ad War 


‘Hard Luck Story’ Ads 
Masking Dealer Identity 
Are a Target of Drive 


Derrorr, July 3—The Detroit 
Auto Dealers Assn. has joined 
with the Better Business Bureau to 
fight misleading, false and decep- 
tive advertising of cars. 

Action was taken as an increas- 
ing volume of complaints has been 
received from customers who con- 
tend they were misled by adver- 
tisements. 

A committee of auto dealers and 
the bureau have drawn up a set of 
practical standards for automobile 
advertising, H. I. McEldowney, 
general manager of the bureau, 
said. 

Leading the list of complaints is 
the practice of certain dealers ad- 
vertising as private citizens and 
relating a hard luck story as the 
reason for selling a car at a sacri- 
fice. The customer only learns it is 
a dealer when he attempts to buy 
the car. 


« “While these dealers are in the 
minority, there are enough of them 
to cause a headache in the busi- 
ness,” Mr. McEldowney said. “They 
use a dozen different versions of a 
hard luck story.” 

A recent check of 100 ads of the 
hard-luck story type revealed 54 of 
them had been placed in Detroit 
newspapers by dealers. Mr. McEl- 
downey said the newspapers are 
cooperating in trying to clean up 
the practice. 

Other customers say they have 
been unable to see, or have had 
difficulty in seeing, specific cars 
advertised. The dealer attempts to 
sell them another. 

The set of standards drawn up 
by the bureau and the dealer com- 
mi contains the three following 


Advertising Age, July 9, 1956 


important provisions: 

1. Advertising shall not create a 
misleading impression of what is 
offered or contain any statement 
unfair to competition. Description 
as to year, make, model, price, 
trade-in allowance, terms, etc., 
shall be accurate and clearly set 
forth. 

2. Each advertisement shall make 
it clear that the advertiser is a 
dealer when such is the fact. 

3. Advertisers will be expected 
to have advertised cars available, 
and if it is alleged that such cars 
have been sold, satisfactory proof 
shall be furnished. 


= Bosce Tope, exec vp of DADA, 
expressed belief the new set of 
standards will do much to correct 
a situation which has been of great 
concern to the entire industry. He 
urged the cooperation of all rep- 
utable new car dealers who value 
the public’s good will. 

Mr. McEldowney said that only 
through the wholehearted cooper- 
ation of automobile advertisers, 
advertising media, the bureau and 
duly constituted authorities can 
the standards be made effective. 


Dean Appoints Land 

George T. Land, former tv op- 
erations manager of WLBT, Jack- 
son, Miss., has been named south- 
ern and southwestern regional 
manager for Phil Dean Associates, 
New York, public relations com- 
pany which specializes in radio 
and tv stations. Mr. Land’s head- 
quarters will be in New- Orleans. 


a ie, 
HABERULE 


COPY-CASTER 


Discover for yourself how much foster, easier ond 


THE HABERULE CO. 
BOX AG-245 + WILTON, CONN. 


| Ditech (iholens 


~*~» During 1955, British Woollens 
used 42,573 Fairchild List Division names 


in? separate mailings, - 


FAIRCHILD LIST DIVISION. Premium mailing fists 
in the men’s, women’s ond children’s opporel 
industries, as well as in the home furnishings, 
footwear and food fields. 
Commission of 15% paid fo advertising agencies 
on the rental fee of Fairchild mailing lists. 


FAIRCHILD LIST DIVISION 


‘7 East 12th Street, New York 3, N. Y. 


Send me free of charge the complete details on mailing 
lists in the fields checked: 


( Men’s apparel 
C0 Home furnishings 


0) Women’s & children’s apparel 
0 Shoes 
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HOW LIFE FITS YOUR MARKET ¢ 


There are 
47,800,000 
households 
in the U.S.... 


eae. 
A od 
fi, 
. 
‘ 
< 


In no other medium can an advertiser start with so large 
a share of the market and be sure he’s getting it. This 
is one of the good reasons why advertisers of electrical 
appliances spend more of their dollars in LIFE than in 
any other magazine. LIFE’s total audience of 26,450,000 
weekly is larger than that of any other weekly magazine. 


Sources: For households reached, 
Accumulative Audience of LIFE. For LIFE’s audience, A 
Study of Four Media. 


and 28% of all 
U.S. households 
are reached by an 
wie issue 


of a 


A Study of the Household 
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Write Now! 


Send for new market data bro- 
chure on the Quad-City metro- 
politan area—one of the first 100 
markets. Now over % million 
people. Address Mr. Harold Swan- 
son, Rock Island Argus, Rock 


The Rock Islan , = 2S 


The Moline Dispatch Cree 


it’s all new... 


desi gned to serve you! 


eo ees 
ek ee 


San Antonio’s 


nase DGD eT Testo 


What requirements must a station have to serve 
you? KENS, now located in its new, modern, 
fully equipped building, can give you any tele- 
vision and radio service being offered any- 
where — two gigantic studios with complete 


facilities, network quality montages, “supers”, 
split. screens, vertical and horizontal wipes (in 
fact, anything being done in television today) 
offering the finest services available to KENS 
and KENS-TV advertisers. 


¢ 


CBS IN SAN ANTONIO 


KENS-TV 


EXPRESS-NEWS STATION | 


‘4S 
SAM ANTONIOC, TEXAS 


Cullman 


Ogilvy 
SPUD PLANTERS—Checking over advertising for the reincarnated Spud 
cigarets (AA, June 25) are Joseph F. Cullman III, exec vp, and 


Roger M. Greene, director of ad- 

vertising, Philip Morris Inc., and 

David Ogilvy, president, Ogilvy, 

Benson & Mather, agency for 
Spud. 


Simoniz Launches 
Vista, Auto Cleaner 
and Wax Product 


Cuicaco, July 3—Simoniz Co. 
launched a consumer promotion of 
its new Vista combination auto 
cleaner and wax last week with a 
four-color page-and-a-half ad in 
The Saturday Evening Post of 
June 30. 

Follow-up ads—half pages, 
pages and page-and-a-halfs, all in 
four colors—will appear in Life, 
Look and The Saturday Evening 
Post in continuous scheduling 
throughout the summer and fall. 
Spot radio promotion will also be 
used in select markets. Promotion 
to dealers has already been pushed 
in recent months via ads in major 
automotive trade publications. 


® Vista, retailing for $2, features 
a “new turbo-whipped car wax” 
which Simoniz says makes the 
waxing and polishing process 
easier and faster than its standard 
auto paste wax product. With the 
addition of the cleaning factor, a 
Simoniz spokesman says, Vista is 
a definitely superior product to 
the standard paste Simoniz. But, 
he acknowledged, there’s a hard 
core of users of standard Simoniz 
who may never be converted to 
Vista or anything else. 

Tatham-Laird, Chicago, is the 
agency. 


Frank McHugh Represents 
API Publications in Northwest 
Frank J. McHugh Jr., Portland, 
Ore., has been appointed advertis- 
ing representative cf ADVERTISING 
Ace, Industrial Marketing and 
Advertising Requirements by Ad- 
vertising Publications Inc., for 
Oregon, Washington, Idaho, Mon- 
tana and British Columbia. Simp- 
son-Reilly Ltd., with offices in Los 
Angeles and San Francisco, con- 
tinues to represent the publications 
in other parts of the West. 


‘Mechanix’ Increases Rates 

Mechanix Illustrated will raise 
its rates with the February, 1957, 
issue, from $1,620 a b&w page to 
$1 800. The circulation guarantee 
will be advanced from 900,000 to 
950,000 at the same time. 


Chilton Co. Buys Building 

Chilton Co. has purchased a two- 
stcry building at 5612-36 Chestnut 
St., Philadelphia, across the street 
‘from its plant. The building was 
|purchased for possible future ex- 
pantion.; At the present time, it 
will be leased. 
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MAN OF LEISURE 
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THE TIME READER as seen by 


ia 
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STOCKHOLDER 


Wy, 


Tek EEGat HOw em sGating 


SPELLBINDER 


TIME offers the biggest concentrated audi- 
ence of best customers and influential peo- 
ple in the United States today. Nevertheless, 


Whitney Darrow, Jr. exaggerates some- - - 
what. Not all TIME readers are stockholders. a a 
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Spokane Bank's ‘Pleasure’ Is Poor |stotine is injurious and'nas a bed 
ihe smoking is injurious an a 
ne tens € effect on their health. It also is 
A ‘S ° k Pj ’ PINCHED i contrary to a puritanical sainede 
ACE Th f S llin toward life. As a consequence, the 
ds ‘Stick Pin FOR SPACE? 3 eme LOr SLING |r. ihe consumers have en 
. =} is uP abiding guilt feeling about smok- 
in Its Dianitv’ .. ) Ci - Dich ing cigarets 
In ignily Igarels: Dichter “‘ro"represent smoking simply 
as a pleasure and luxury amounts 
Spokane, July 3—Many bank CroTon-on-Hupson, N. Y., July|to enhancing guilt feelings by tell- 
ads are dignified, stuffy, and short 3—Most cigaret makers are taking|ing people that they are courting 
on sell. the wrong tack in trying to sell |damage to themselves for the most 
Old National Bank of Spokane, ar cigarets to consumers, according to| superficial of reasons,” the report 
with 20 offices in eastern Wash- as an article in “Motivations,” month-| continues. “But the psychological 
ington, makes a distinct break > ate ly report for business issued by Dr.|constellation changes radically 
from _ conventional pattern and ‘= Ernest Dichter’s Institute for Mo-|where cigarets are represented - 
uses three-column cartoon style , tivational Research. having an important function 
ads in two colors to point up the , N — : The report says that the pleasure | earning one’s livelihood, in over- 
services it has to sell. dvephainag D NATIONAL! angle of cigarets is not in line with|coming a difficult situation, in 
“Pinched for space?” is the Ane = Banik sercy. the real reason most people smoke. | proving one’s mettle.” 
headline of one in this series; the The real reason, “Motivations”| The tobacco industry as a whole, 
cartoon shows a family pinched says, is “because [cigarets] have|“Motivation’s” report concludes, 
and unhappy in a house they have NEED MONEY?—Old National Bank of Spokane has climbed out from | important down-to-earth functions| would forcefully promote its in- 
outgrown, while the subhead behind its mahogany desk with a cartoon ad series. Devine & Bras- |in connection with a person’s work, | terests if it relegated the pleasure 
reads: “Expand with an Old Na- sard,’ Spokane, is the agency. livelihood, troubles, stresses. Far| motive to a more modest role and 
tional home improvement loan.” from being a luxury, they are in-/took full advantage of the “realis- 
“Broke?” is the heading of an-j ———_aaam@a | volved in a man’s struggle for sur-/tic and constructive real motiva- 
other, which shows a harried indi- ’ ’ e vival, stability and security.” tions which permit people to 
vidual ‘thing tor coins trom. «| NQ ‘Class’ Suit, Say General Foods smoke without gull feelings” 
storm sewer catch basin on the ‘ ‘ = Cigarets help a person concen- 
edge of a street. Copy goes on: . - trate on work, keep his wits in a|Carl Byoir Plans Move 
“The eazy solution is an Old Na- Hunt Morton in Anti-T t D ial trying situation, absorb moral| Carl Byoir & Associates, New 
tional personal loan. Obviously, ‘ rus en shock and are a help in competi-| York public relations company, 
our. frustrated little friend hasn’t tive negotiations, the report says. | will move to larger quarters early 
heard; there’s no need to get on} Curcaco, July 3—General Foods | scheduled to begin Nov. 1 in U. S. Motivational research has con-|next year in a new building now 
your knees to obtain ready cash.|Corp., Morton Salt Co. and Hunt| district court here before Judge|firmed that most people consider |being constructed at 800 Second 
Money for any worth while reason | Foods last week filed answers to| William J. Campbell (AA, July 2).|smoking “immoral,” the report | Ave. 
——— page me at your nearest/an anti-trust suit brought by two/The grocers charge that Hunt, 
ational Office...” wholesale and 23 retail grocers in|General Foods and Morton spend 
this area. In the answers, the com-| substantial sums of money for ad- Nielsen Network TV Ratings 
8 The entire series is based on the | panies deny all charges that they/|vertising in Woman’s Day, but 
premise that “a bank is first a| violated anti-trust laws. have made no discounts, rebates or Two Weeks Ending June 9, 1956 
business and second an institu-| In addition to refuting all charg-|similar benefits to competitors of A Nielsen C 
tion,” W. R. Miller, account execu- |es, the companies meintain that the A&P. Copyright by A. C. “si 
tive of Devine & Brassard, told |suit is not a class action, a t Nielsen Total Audience” 
Apvertisinc Acs. He explained: (the grocers who brought the suit 
“We have services to sell, and oa = _— 2 i Bulova Sales Rise TOTAL HOMES REACHED ta iee 
a the bank’s prosperity is in direct e suit, months ago, 
"6 proportion to the sales effort. eel ge pone poy $4,000,000, Profit Rank Program (000) 
While reputation, dignity and im- unctions restra ie com- ° ’ ’ > 1 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 15,513 
— pressiveness are valuable bank |panies from continuing alleged dis- 18 % in 55- 56 Year 2 $64,000 Question (Revion, CBs) 14,929 
traits, they alone will not sway or criminatory advertising in Wom- Fiusuine, N. Y., July 3—In one| 3 | Love Lucy (General Foods, Procter & Gamble, CBS) 13,286 
attract the customer. In fact, if|an’s Day, and also asks triple dam-| + 1. tew notes of optimism ema-| 4 $64,000 Challenge (P. Lorillard, Revion, CBS) 12,958 
excessively stressed, they may sheeanee (An a - of !nating from the American watch| 5 December Bride (General Foods, CBS) 12,666 
ge a ast pool nes heen xin f industry this year, Bulova Watch| 6 Lux Theater (Lever Bros., NBC) cae 
made to picture the Old National|® Lloyd M. McBride, attorney for Co. reported sales of $80,000,000 7 Cavalcade of Sports (Gillette, NBC) ae 
for the fiscal year ending March| 8 Ford Star Jubilee (Ford, CBS) 
Bank as a friendly and desirable | Morton Salt, told Apvertisinc AGE) 5; __ 1. largest volume in the com-| 9 Perry Como Show (Several sponsors, NBC) 11,680 
place to bank, with valuable serv- | that the question of class suits is a) 411». history. Sales in the previ-| 10 GE Theater (General Electric, CBS) 11,169 
ices to offer. If, while doing so, we|nebulous one in anti-trust cases. ous year were $76,000,000. Net 
have now and then stuck a pin in| He said the laws covering class ac-| i446 for the year rose to PROGRAM POPULARITY t 
our own dignity, we feel that it|tions which involve treble dam- $3,500,000, an increase of 18% ‘ 4 
has made us a little more human = og vague. Bay John H Ballard. Bulova presi- Pare Sinton (%) 
in the eyes of our customers.” “We have no concep our > . e 
Practically every service the| liability if we should lose .this| Gent, noted that sales of the com-| | 4 suttivan Show (Lincoln-Mercury Dealers, CBS) 44.2 
bank offers has been highlighted | case,” said Mr. McBride. “The gro-| + ocistor and clock radios jumped| 2 $64,000 Question (Revion, CBS) 42.3 
and sold in this newspaper series, |cers who brought the suit purport 92% over the preceding fiscal year.| 3 $44,000 Challenge (P. Lorillard, Revion, CBS) 38.4 
as well as through radio, tv, out-|to represent other grocers ‘siM-| 1 tonse business in 1956 reached| 4 | Love Lucy (General Foods, Procter & Gamble, CBS) 38.0 
door and transit advertising. ror Se on A — + inyel . Ae $28,000,000. Bulova, he said, is| 5 vx Theater (Lever Bros., NBC) 37.8 
no ow what ‘ arly F TE Fi pr “ - ‘al Foods, CBS) 36.7 
lanning to merchandise its new| 6 December Bride (Gener 
= Color ads run bi-weekly in the|™eans. Thus, we have taken the ew lb in time for the| 7 Ford Stor Jubilee (Ford, CBS) 34.0 
two Spokane dailies. Small-space | Position be the saga Ap not Christmas season. 8 “Perry Como Show (Several sp , NBC) 337 
ads of the same style run on al-|'@present all grocers = area. | Lashing out at what he called| 9 Cevolcade of Sports (Gillette, NBC) 33.4 
ternate weeks. Fifteen other east- By ae a a nee 2 — the “trying conditions” prevailing | 10 Whet’s My Line (Jules Montenier, Remington, CBS) 33.1 
ern Washington papers carry ne Phd pry the trial, Mr. Me. in the watch market, Mr. Ballard am 
signatures. A continuous spot cam- — 1 efbeaaAagleengedn gg med He healthy profits can be TOTAL HOMES REACHED 
paign is carried on thrée tv and |Suit, other grocers may enter the| a4 by ourselves and our dis- — 
case as plaintiffs, he said. Homes 
six radio stations. Five painted PD , tributors...so long as we resist (000) 
a bulletins tell the outdoor story,| The Great Atlantic & Pacific Tea/|., | reckless, ill-considered mar-| *°™ : Prepem 
iy and a 50% transit showing com- Ya eet a — ~—s a keting practices (price wars, in-| 1 $64,000 Question (Revlon, CBS) ...cicccmscscsneneemennsnntnsnsennennne 13,943 
pletes the picture. : ee, oe ventory liquidations, misleading) 2 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 12,593 
Roderick W. Jones is the bank's claims) which, employed by some| 3 | Love Lucy (General Foods, Procter & Gamble, CBS) 12,155 
vp in charge of advertising and pr. of our competitors, have plagued| 4 $64,000 Challenge*(P. Lorillard, Revion, CBS) 12,045 
is ora seca amen gate has pogo a ™_ our industry.” 5 December Bride (General Foods, CBS) 11,279 
mn 6account for 27 years, a pe | 6 Lux Theater (Lever Bros., NBC) 10,330 
May = which the bank has ee oa Vote Drive Gets Big Support | 7 Cavalcade of Sports (Gillette, NBC) 9,965 
one to 21 offices, and its assets f ‘4 9,928 ‘ 
rom American Business 8 I’ve Got A Secret (R. J. Reynolds, CBS) ; 
have increased by more than American business will contrib-| 9 What's My Line (Jules Montenier, Remington, CBS) 9,709 
1A0OR. ute at least $10,000,000 worth of|10 People Are Funny (Toni, Paperm=te, NBC) 9,709 ; 
advertising space and time to the 
GF Advances Wolfson |“Register & Vote” campaign which PROGRAM POPULARITY 7 
General Foods Corp., White ithe Advertising Council will con- : Homes 
Plains, mY. has appointed Nor-| jduet ie the American Heritage | Ronk Program (%) 
man L. Wolfson, w e press} oundation. 0 RI is Ra a iieeciirenrrtcinicesicene 39.5 
relations staff since February, as| The ads for the 1956 campaign) 5 64 suitivan Show (Lincoln-Mercury Dealers, CBS) 35.9 
public relations division associate | were prepared on a voluntary) 5 ¢44 090 Challenge (P. Lorillard, Revion, CBS) ........cccccccscesccsceeseessssseeseveevcsssene 35.7 , 
for Perkins Products Co. Perkins| basis by Leo Burnett Inc., Chicago.| 4 | tove Lucy (General Foods, Procter & Gamble, CBS) .......ccseccentcrntnnen 34.8 
is a wholly-owned subsidiary of Some 130 groups are supporting) , 1. ember Bride (General Foods, CBS) 327 é 
“yes ob tna On , Kool-Aid, | ELDON SMITH, a vp of Young & Ru-|*he campaign. 6 Lux Theater (Lever Bros., NBC) 31.3 
* bicam, has been named mana o 7 What's My Line (Jules Montenier, Remington, CBS) 30.3 
salad dressing mix. the agency's Chicago office goto Boland Adds Sherman Clay _—__ I've Got A Secret (R. J. Reynolds, CBS) 28.5 
éhin, wh Boland & Associates, San Fran-| 9 Cavalcade of Sports (Gillette, NBC) ...c.ccccccssesecsesnnresetnnnnnnnnnntn-svsnesnnesnt 28.1 
Sherry Joins ‘Tobacco Leaf’ —- aoe vgs Renee cisco, has been appointed to direct | 10 Alfred Hitchcock Presents (Bristol-Myers, CBS) ...ccccccccscccsscsscsescsesnessnssnneren 28.1 
Anthony John Sherry, former since 1944 "Mr Smith ‘ advertising for Sherman Clay &| * Homes reached by all or any part of the progrom, except for homes viewing only 
southern representative for the . 4 : — Co., chain music outlet operation one to five minutes. 
Wall Street Journal, has joined the |°e"tly has been manager of the) in California, Oregon and Wash-| ** Homes reoched during the average minute of the program. 
Tobacco Leaf, New York weekly merchandising department in New| ington. Goldthwaite-Smith for-| + Percented ratings ore based on tv homes within reach of station facilities and by 
York. merly handled the account. eoch program. 
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i 
the market where new car sales are UP 
4 New car sales in Milwaukee county in April and May, 1956, were at all-time x 
4 a high marks for both months, compared to sharp declines in sales nationwide. 
2 4 Wisconsin sales also hit an all-time high mark for May. Here's a market where 
a your sales efforts should be in high gear. In THE MILWAUKEE JOURNAL alone you | 
4 can reach 90% of all families in this busy, top-spending* metropolitan area, | 
e plus the better income families throughout Wisconsin. 
= ay 
>» . THE MILWAUKEE JOURNAL Se 
; ¥ , €* 
, Ks National Representatives—O'Mara & Ormsbee, Inc. je A 


<a if 
pe ie New York Chicago Detroit ) es 
4 Los Angeles San Francisco 


Am 


*The Federal Reserve Bank of Chicago in its 
June issue of “Business Conditions” reported 
that “Milwaukee stands out as the seventh 
district’s most improved city businesswise 


over last year (district includes most of Wis- Bie. 4 
consin, Michigan, Illinois and Indiana). Ae 
Milwaukee bank debits in April registered es 


the largest year-to-year gain of any large ‘ ; 
- midwest center—25% over 1955.” ERT ee oe 
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A.LM. Study Wasn't 
Oversimplitied, Corcoran Says 

To the Editor: Your second edi- 
torial of June 18, “Frame of Ref- 
erence is Important,” apologized 
for failing to satisfy at least two 
readers that you are reporting ma- 
terial “so that intent and true 
meaning are not distorted.” Please 
add one more reader to that grow- 
ing list. 

As the subject of the leading edi- 
torial in that same issue, “Research 
is not Necessarily Sense,” our re- 
port on “Why Women Shop That 
Way” fell victim to the same treat- 
ment. The methodology of the 
study was omitted, the basis for 
the typology of shoppers was for- 
gotter, and the major findings 
were ignored. 

-In your editorial you condemn 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


the idea of identifying three types 
of women shoppers on the basis of 
personality differences that affect 
their marketing behavior. Your 
reason? “The easily provable fact 
is that every shopper fits into all 
classes, jumping from one to the 
other on the basis of product or 
service considered, and may be 
also on the basis of what the old 
man said last night when he 
looked at his checkbook.” 

Not only do the all-powerful old 
man and his checkbook have a lot 
less influence on women shoppers 
than you could imagine, but the 
“easily provable fact” you cite is 
peculiar to only one group of shop- 
pers, those called “Mrs. In- 
tween.” Granted that your easily 
provable fact may come from sys- 
tematic observaticn—perhaps the 


shopping behavior of your own 
wife—she still differs markedly 
from the types we have identified 
as “Mrs. Brand Buyer” and “Mrs. 
Sale Shopper.” 

Once you understand the psy- 
chological differences between 
these three types of women, their 
pattern of reaction begins to fall 
into place. Women are not chame- 
leons, changing their personality at 
every counter in the store. A study 
of our findings shows a remarkable 
degree of intra-individual consist- 
ency in the influence of personality 
upon purchase. So striking is the 
relationship that a chi-square test 
of significance reveals that the 


- | chances are less than one in a hun- 


dred that the total pattern of these 
types of shoppers will overlap. 
Each of these types of women is 
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Sell this market of 13 million people with 
more than 2 billion dollars to spend, 
witha 
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looking for something different as 
she shops and as she reacts to ad- 
vertising. One seeks expression, 
another recognition and the third 
security. The ad or product must 
stand as a symbol that somehow 
communicates these needs as val- 
ues to her. The key in determining 
to which product she will react in 
terms of her basic predispositions 
is her amount of ego-involvement 
with that class of products and 
services. All of these findings are 
offered tentatively, subject to con- 
firmation by still more research, 
as our report clearly stated. 

You, however, dismiss the frag- 
mentary findings that you bother 
to cite as “pretty elemental stuff.” 
If you have this degree of under- 
standing, then you can see a few of 
the implications that help to ex- 
plain your own role in the so- 


‘called motivational research con- 


troversy. .. 

The very method of creating 
typologies to better understand hu- 
man behavior has a long tradition 
in the social sciences. Max Weber 
is perhaps most closely identified 
with such a methodology. As he 
explained: 

They (ideal types) enable you to see if, 
in particular traits or in their total 
character, the phenomena approximate 
one of our constructions: to determine 
the degree of approximation of the his- 
torical ph to the theoretically 
constructed type. 

He points out that they facilitate 
the presentation of an otherwise 
immensely multifarious subject 
matter by expediently constructed 
types, stressing the internally most 
“consistent” forms of practical 
conduct. 

This report was designed and of- 
fered to you in the same manner— 
cutting across the world of similar- 
ities among consumers to reach a 
core of significant differences 
which have practical implications 
for advertising and marketing. 

Just why such a report provoked 
the usually impersonal editorial 
“we” of your publication to such 
distinctly human emotions as ten- 
der “sympathy,” “deep scorn” and 
“shaken faith” is a mystery—on 
purely rational grounds. We hope 
that this outburst signals an ad- 
mission that even editors who 
champion rationality may be 
moved by their emotions. 

Allow us to respond with a few 
emotions of our own. 

We are sorry that your faith was 
shaken by the report, but happy 
to see that you recovered enough 
to retreat to the serenity of your 
own castle of easily provable facts. 

We can hardly share your quaint 
beliefs that creative people regard 
with scorn all “research that goes 
beyond the reasonably simple de- 
termination of arithmetic answers 
to simple marketing problems.” 
Your simplistic and fallacious as- 
sumption that advertising is a sim- 
ple, arithmetical business would 
rule out the very possibility of 
creativity. 

Precisely because the writer and 
artist can see deeply enough into 
human nature to be creative, they 
resent superficial and mechanical 
research answers that beg real 
questions. Genuinely creative peo- 
ple can use research creatively 
only when it taps the rich, com- 
plex and distinctly human situa- 
tion that is advertising. 

You also say that you are in 
sympathy with attempts to make 
marketing more scientific. Again, 
you demonstrated your knack for 
selecting the right word. Sympa- 
thy, as you know, does not imply 
any intellectual or emotional un- 
derstanding as the word, empathy, 
for example, might have conveyed. 
The report you berated was hon- 
ored recently in a competition 
sponsored by the Chicago chapter 
of the American Marketing Assn. 
as an “outstanding contribution to 
the advancement of the science of 
marketing for 1956.” 

In the last 18 months of conduct- 
ing psychologceal Tesearch in the 
advertising and marketing field, 
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we have met many people who 
have a hidden cache of “easily 
provable facts,” as thickly popu- 
lated as your own. We have shied 
away from relying on such hal- 
lowed facts, preferring to do re- 
search to find out for ourselves 
what the situation really is. We 
have learned that the so-called 
facts are generally meaningless 
apart from their interpretation in 
a real-life setting. 

You object vehemently to the 
“pigeon-holing process” of sepa- 
rating empirically distinct phe- 
nomena, while you seem to ex- 
hibit the same process yourself. 
The only difference we can see is 
that you have just two pigeon- 
holes—one for material which fits 
your preconceptions and one for 
that which does not. We are flat- 
tered to have our study turn up in 
the latter bin. 

We have long regarded ApvErTIs- 
inc AGE as a forum for the inter- 
change of ideas. We are embar- 
rassed by our own indebtedness to 
you for this service. But, we have 
always believed that jcurnalistic 
canons called for reporting infor- 
mation adequately in the news col- 
umns. Once this is done, the edi- 
torial writers are free to praise or 
vilify as they wish. Surely, if the 
report is provocative enough to fly 
in the face of your own preconcep- 
tions, you owe it to your readers to 
share the cause of provocation... 
A copy of the report may be ob- 
tained by writing to us at 520 S. 
Michigan Ave., Chicago. 

MartTIN J. R. CORCORAN, 
President, Advisors in Man- 
agement, Chicago. 

“Why Women Shop That Way,” 
described as a tentative typology 
of market basket behavior, reports 
that there are three kinds of shop- 
pers: a brisk and methodical shop- 
per (Mrs. Brand Buyer), a some- 
what slower buyer who uses a list 
and likes coupons (Mrs. Sales 
Shopper) and a slow shopper who 
uses no list, and studies displays 
and premiums (Mrs. In Between). 
The typology is based on an obser- 
vational sample of 100 middle in- 
come Chicago housewives aged 
from 18 to 78; 24 were interviewed 
in a follow-up depth study; and 25 
were used in a confirming depth 
study. The three types were eval- 
uated hypothetically as to their 
shopping attitudes, reactions to- 
ward prices, brands, advertising 
and coupons. 

The research company explains 
the typology is advanced tentative- 
ly to explain the influences of per- 
sonality on shopping habits and “is 
subject to the dangers of oversim- 
plification.” 

. + a 


Says Everyone Suffers When 
Ads Are Overly ‘Blind’ 

To the Editor: It is absolutely 
ridiculous for companies to run 
“help wanted” ads in your classi- 
fied section without telling in what 
city or even in what part of the 
country the jobs are located. 

Job seekers suffer because they 
don’t bother to answer ads that are 
that. “blind”; your advertisers suf- 
fer because they receive fewer re- 
sponses; and you suffer because of 
your advertisers’ ultimate convic- 
tion that your classified columns 
have poor pulling power. 

R.N. 4 
Long Beach, Cal. 
7 2 e 
Cuban Has Different View 

To the Editor: There is a saying 
that “Even a monkey falls out of a 
tree once in a while.” 

But, your international editor, 
certainly gone the monkeys one 
better by writing a report from 
Cuba’s advertising on your June 
4th issue. 

“Militating in favor of the house 
agency operation is a Cuban la- 
bor law which makes it virtually 
impossible for a company to fire 
an employe.” 

He certainly falls out of the tree, 
because the above is completely 
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false due that our labor laws ac- 
tually consider dismiss for several 
reasons, such as: incompetence, 
faithless, economy, etc.; by the 
way, the undersigned was fired 
from Coca-Cola with 12 more men 
few years ago, because sales man- 
ager not advisable to continue 
with our department. When we 
asked for another job he just 
answered lack of an open and 
“That the company was not a 
charity institution.” 

I hope that your editor was bad 
informed and you will run the 
proper rectification in your mag- 
azine because the expressed re- 
port is a discredit for the sound 
reputation of Cuba, in a moment 
we are trying to attract foreign 
investments as a further source 
of work to our people accentuated 
now for a cut in the sugar quota. 

Victor M. VASsQuEz, 
Havana, Cuba. 
. * 


Art Made a Hit 

To the Editor: While thumbing 
through some fashion magazines, 
I saw an ad and got the startled 
impression I'd seen it somewhere 
else. So I started hunting through 
other back issues of the magazine 
(Glamour) and found an editorial 
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GLAMOROUS HAUT | t * 


Te om ane nt renint we 
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feature utilizing virtually 


the 
same art. 
I’m enclosing them; perhaps 


you can unpuzzle me. How did 
this happen? Was it a planned 
tie-in or a “steal?” 

Sue Warp SEwarp, 

Fuchs, Zemp & Celander Inc., 

St. Petersburg, Fla. 

e * ° 
Agrees With the Good Doc 

To the Editor: I agree with Dr. 
Schneider (AA, June 18) that ad- 
vertising tends to select a partic- 
ular type of person. Whether he 
has an “early psychic injury” or 
not is theory that I am not quali- 
fied to discuss. It does attract the 
revved-up, eager, sensitive, rou- 
tine-hater. Often these people’s 
busy minds cheat them of rest and 
relaxation. But I presume it is 
worth it to them, as it is to me. I 
would not wish to do anything else, 
even in the face of the medical 
hazards of this business. 

How long do physicians like Dr. 
Schneider live, by the way? It’s 
my impression that they have the 
worst longevity record of anyone. 
Do they have early psychic injur- 
ies, too? 

CuHarLes H. Brower, 

Batten, Barton, Durstine & Os- 

born, New York. 


a a 
‘Don't Worry, Everything's O.K.’ 

To the Editor: Your article on 
“Doctor, Your Couch Is Out Of 
Whack, Say Admen to Charge of 
Masochism” (AA, June 25), proves 
my point as a salesman trying to 
sell advertising agency people. 

You can’t tell them anything if 
it is even for their own good. Nor 
can you tell them anything. 

Let's look at what the good doc- 
tor said. I am sure he is general- 
izing. Most advertising people ad- 
mit that their business is an ulcer 
and heart sick business. This I am 
sure you folks in the agency busi- 
ness have always said: that most 
people in this business either die of 
a heart attack or wind up with an 
ulcer. Isn’t that what the good doc- 
tor is saying, that most of the ad- 


re 


vertising people are “masochism?” 


Unless you so called advertising 
people did not look the word up in 
the dictionary. 

The doctor is merely generaliz- 
ing. But he is trying to tell the 
people in this profession, how they 
can be happy in their business and 
successful, all at no charge and 
free advice. 

Instead of arguing and disagree- 
ing with the doctor, smart people 
would look into themselves and 
see if this isn’t the cause of their 
aches and pains, accept his advice 
and not to worry, if their general 
practitioner tells them it is nothing 
organic. 

I hope you will publish this let- 
ter. 

Leo REINER, 

Featured Editorials, New York. 


Offers and Requests Help 
for Olympic Fund Raising 

To the Editor: Here’s an idea 
...and we hope it will do what 
we believe it will. 

As you are very well aware, the 
Olympic fund raising committee 


ee erties memes! tory St 


ie 


needs help...0> Yo oor 


more 
money. Now then, wh» .ot ask the 
large national aiver: -rs to in- 
corporate the offivi:| ‘|. mpic em- 
blem in all of ther zine and/ 
or newspaper acve: ing with a 
line or two of app: ) viate copy, 
or a punchy slogan ‘his to our 
knowledge is not be|.» done. And 
don’t you think tha: s would be 
of some help in ‘he: und raising 
drive? 

We would be on!y \\» happy to 
rough up a “po:tay. <:amp” de- 
sign of the Olympi: -mblem and 
suggested copy, shi ..1 you feel 
the idea worthy. 

Roy E. A;r.ecare, 

President, Appleg:': and As- 


sociates, La Porte. ind. 
a” om . 


Air Conditioned Tempers 

To the Editor: We just cannot 
resist the impulse to congratulate 
W. E. Gordon, DuPont's director of 
advertising, for his inspired an- 
swer to the Sarasota, Fla., Cham- 
ber of Commerce about the ad- 
vertisement that allegedly exag- 


fair city. 

Mr. Gordon’s reply seems to in- 
dicate that even though tempera- 
tures in Wilmington may rise more 


53 t 


|gerated the temperature of that|rapidly than in Sarasota, tempers 
there at least are air-conditioned. 


Hexpert F. OHMETIS, 


Publisher, Automotive Retail- 
er, Morristown, N.J. 
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For information and rates, address: 


NATIONAL ASSOCIATION OF HOME BUILDERS 
1625 L STREET, N.W. WASHINGTON 6, D. C. 
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JACKSON, 


JACKSON COUNTY, 


“ae 


MICHIGAN 


Cultivate This Diversified Market! 


15th position and field crops rank 22nd. 


Jackson, Michigan, is well known as an im- 
portant industrial center, having 162 plants 
producing a variety of products and employing 


16,700 people. 


It is not so well known that Jackson County, 
Michigan, is an important agricultural section. 

According to the Jackson County Coopera- 
tive Extension Service, in the production of 
livestock and livestock products, the county 
ranks 11th among the 83 counties of the state. 
In dairy products Jackson County, Michigan, 
rates 17th place. Vegetable production is: in 


THE BAY CITY TIMES THE KALAMAZOO GAZETTE 
THE SAGINAW NEWS — JACKSON CITIZEN PATRIOT 


NATIONAL REPRESENTATIVES: AH Kuch 110 £. 42nd St., New York |7. Oxford 7-128 
7.4680; Brice McQuillen, 785 Market St. San Francisco 3, Sutter |.3401 


vpernor 


we ae 


MICHIGAN i 


This agricultural activity lends stability to 
the Jackson, Michigan, market. Here industry 
and agriculture join hands in providing 
$158,653,791* spent for retail commodities. 

Plow advertising dollars into the Jackson B 
Citizen Patriot, the county’s only daily and = 
Sunday newspaper. Reap bumper sales for 


your product. Call your nearest Booth office 
for complete information about the Jackson, 


Michigan, market. ’ 
* Michigan Department of Revenue figure, 
Jackson county retail sales, 1955. 


William Shurth#® 8412 Ford Bldg 


THE FLINT JOURNAL THE GRAND RAPIDS PRESS 
THE ANN ARBOR NEWS ©THE MUSKEGON CHRONICLE 


); Sheldon B. Newman, 435 NM chigon, Ave 
‘Detroit 
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Muenzentholer Beardsley 


ENSEMBLE—The line here was part of 
Ruthrauff & Ryan’s show, the 
“Round Up,” which played a one- 
day-only engagement at the Wood- 
stock, Ill., farm of R. W. Metzger, 
exec vp. These people are Al 
Muenzenthaler, art director; Jim 
Beardsley and Tom Murphy, copy- 
writers, and Walter Daspit Jr., as- 
sistant director, radio and televi- 
sion department. The “Round Up” 
was an all-day outing of the Chi- 
cago R&R office. 
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REALISM—In order to get a diving- 
into-the-mud look in this ad, the 
artist smeared the art with mud. 
The ad, for Fairchild Engine & 
Airplane Corp., runs in aviation 
and engineering magazines. Gay- 
nor Colman Prentis & Varley, New 
York, is the agency. 
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Henly Saverberg Wetherall 
CANADIAN CAPER—Photographed at the Newspaper Advertising Exec- 
utives Assn. meeting in Victoria, B. C., last week were Wayne Henly, 
Lubbock Avalanche Journal; William Sauerberg, Ward-Griffith Co.; 
William Wetherall, Bellingham (Wash.) Herald; E. T. Lewis, El Paso 


_Herald-Post & Times; A. D. Addison, Klamath Falls (Ore.) Herald & 


Finn Breeze Worthington Lubben 


Advertising Age, July 9, 1956 


WITTY’S PRETTY—Shirley Garner Witty, Wilmington, Cal., was named 
Miss Catalina in a beauty contest sponsored by KBIG, Avalon. 
Flanking Miss Witty are third-place winner Shirlee Giminiani, 
Bakersfield, and runner-up Carolyn Tatum, Glendale. The gentle- 
man is Stu Wilson, special events director of the station. 


Gerstmon McLain 
News; James D. McLean, Moloney, Regan & Schmitt; George L. Pehl- 
man, Springfield (Ill.) State Journal & Register; Max L. Gerstman, 
Detroit News; Harry McLain, Portland (Ore.) Journal, and Leroy F. 
Newmeyer, Toledo Blade. The meeting was at the Empress Hotel. 
(Story on Page 3.) 


PRESS PROMOTERS—Alttending the summer meeting of the Newspaper Advertising Exec- 
utives Assn. in Victoria, B. C., were Gilbert P. Swanson, Spokane Spokesman-Review 
& Chronicle; Charles B. Lord, Indianapolis Star & News; Euclid M. Covington, This 
Week Magazine; Karl T. Finn, Cincinnati Times-Star and president of the NAEA; Jo- 


Moriarty Manning 
CINCIAMA—-The lineup of golfers here attended the annual Cinciama golf, cocktail 


aitd_ dinner ven at a Cincinnati country club by representatives of consumer 
mag " Hosts a oc as H. W. Van Ness, Chemical & Industrial Corp.; Ed 
& 


Strauchen, Strauchen im Co.; Angus Taylor Jr., Chemical & Industrial Corp.; 


seph F. Breeze, Ogden (Utah) Standard Examiner; D. J. Worthington, Cresmer & 
Woodward; Joseph A. Lubben, Dallas Morning News; J. O. Wright, Oakland Tribune; 
J.W. McClure, Burlington (Vt.) Free Press; Stuart Keate, Victoria Daily Times; Harold 
S. Barnes, Bureau of Advertising, and Charles E. Hoover, Phoenix Republic & Gazette. 


Bill Moriarty, Fortune; John Manning, Kircher, Helton & Collett; Paul Lillis, Ladies’ 
Home Journal; Phil Goyert, Farson, Huff & Northlich; Sam Anderson, Chrysler Air- 
temp; Bill Savage, Cincinnati Post; Dick Weber, Procter & Gamble; L. T. Fischer, 
Dancer-Fitzgerald-Sample, and Al Davis, Good Housekeeping. 
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When you send your ads out to find new customers, do they wind 
up getting lost . . . buried in the linotype graveyard of the over- 
sized newspapers? 

An ad can’t sell unless it’s seen. In our sprightly tabloid pages, we 
couldn’t bury you, if we tried. Your ads are seen—and sell. No 
wonder so many blue chip advertisers are helping us build eye- 
popping linage gains*. | 

Supreme visibility is just one mighty advantage you enjoy in the 
new NEws. Another is reader loyalty. More than 175,000 Philadel- 


Represented by REYNOLDS-FITZGERALD 
New York « Chicago ¢ Detroit * Syracuse « Atlanta 
Los Angeles * San Francisco ¢ Philadelphia 


-in Philadelphia 


phians buy our paper on the stands because they want it in their 
homes. And while our circulation is not the greatest, astute mer- 
chandisers know that one reader who sees an ad is better than 
101 who don’t. Your ads are seen in our modern-sized pages. 


‘Don’t get lost in Philadelphia. Find your way to a new sales high 


by putting your message where it’s sure to be seen . . . in 175,000 
responsive, prosperous households. Try a test schedule in the.new 
news. You'll see the bright difference . . . in sales. 


PHILADELPHIA DAILY 


NEWS: 


See the 
bright 
difference! 
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Oh, how he wishes he was in Peoria! 


Spacebuyer’s sorrow stems from overlooking 
Peoria Journal Star’s 99.7% circulation ratio to 
homes in Metropolitan Peoria where income is 
$500,257,000*! He also missed Peoria Journal 
Star’s on-the-spot merchandising help: 1956 route 
lists for grocery, drug, liquors . . . district checks 
and product ranking . . . special-problem help 
whenever requested. 

Ward-Griffith Co., Inc., national representatives, 
will happily tell you more about Peoria Journal 
Star’s better-than-100,000 daily circulation and 
the expanding Peoriarea it covers. 


* from Sales Management “1956 Survey of Buying Power” 


Bricker Attorney 
Thinks Network 
Regulation Unwise 


New York, July 3—Telecast- 
ers, who fear that the current 
probing of the Senate commerce 
committee will result in govern- 
ment regulation, got their spirits 
boosted a bit last week by an un- 
expected source. 

Kenneth Cox, counsel for the 
group which has been scrutinizing 
network practices, said he does not 
think the committee feels that such 
regulation is “necessary or desir- 
able” at this time. He said strin- 
gent measures would only be oc- 
casioned by a “greater abuse” of 
the public license by telecasters. 
Mr. Cox spoke at a meeting of the 
New York chapter of the Academy 
of Television Arts & Sciences. 


= However, on another phase of 
the investigation—the allocations 
shortage and the plight of uhf— 
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... another reason why 
your advertising to the Negro 


in Ebony brings immediate 
and lasting results 


There are more facts on Negro life, customs 
and mores packed in EBONY’s research li- 
brary than anywhere else in the United 
States. This up-to-the-minute research facil- 
ity gives EBONY magazine unique editorial 
flexibility unmatched by any other Negro 
publication in the world. The high pitch of 
EBONY reader interest is your positive guar- 
antee of high readership of your ads in 
EBONY magazine. Let an EBONY repre- 
sentative call on you and show you how you 
can increase your sales to America’s 16 mil- 
lion Negroes by the use of EBONY—Amer- 
ica’s time-proved Negro advertising medium. 


— 


FREE! Let us send you 
a copy of this fact-filled 8- 
page brochure on EBONY’s 
sensational progress dur- 
ing the past 10 years. 


Advertising Age, July 9, 1956 


That'll Be 48 Napkins 

San Dreco, July 3—E. L. 
Scholder, a used car dealer 
here, is wiping away tears 
shed over the fate of a pro- 
motion stunt—using as many 
of 15,000 paper napkins as 
he can lay hands on. 

A while back, he printed 
the napkins for distribution 
through a local tavern. Each 
one contained an offer of $25 
toward the purchase of “any 
car” on his lot. 

Two enterprising junior 
college students gathered up 
48 of the doilies and offered 
them as payment on a $1,200 
car. The dealer declined, a 
suit was instituted and the 
dealer settled—for $1,200. 

Now he is looking for the 
rest of the napkins. And, just 
in case, he has published an 
ad stating that the napkins 
are “worthless except for use 
as napkins.” 


Mr. Cox said the committee is con- 
vinced that the confused situation 
calls for prompt action by the FCC. 

He emphasized the importance 
of salvaging a “substantial part of 
the present uhf industry.” If these 
stations are permitted to go out of 
business, it will be a long time 
before other people are willing to 
take the risks “necessary to get 
them going again.” He indicated 
that de-intermixture is one step 
which would help as a temporary 
expedient. Excise tax relief for all- 
channel sets also has gained sup- 
port from the committee members. 


# On the question of pay tv, Mr. 


Cox said the general feeling is that . 


a business man who thinks he has 
something worth while should be 
given a chance to test it. Fee tele- 
vision, if authorized, should be set 
up in such a way that it can be 
controlled so as not to damage the 
present television service, he add- 
ed. 
But here again, as in the probe 
of network monopoly charges, the 
counsel expects the commission to 
take a long, careful look at the is- 
sue. He predicts that there will be 
no startling changes in the indus- 
try for some time to come. 


# In the question and answer ses- 
sion, Mr. Cox said Sen. Warren G. 
Magnuson, head of the committee, 
and the other members of the com- 
mittee, are looking into the com- 
munications act to see if there is 
anything requiring air time to be 
sold through an agency. He said 
the question arose in connection 
with a producer of a Broadway 
show who found he couldn’t buy 
time for it on a network except 
through an (advertising) agency. 

On the question of monopoly in 
network television, Mr. Cox sug- 
gested that the best way to decide 
this issue is for somebody who 
thinks he has been sufficiently 
damaged to start a suit to see 
whether there is a violation of 
anti-trust laws. 


C&C Super Sells Nedicks 
Chain to Nedicks Stores 

C&C Super Corp., New York, 
has sold its 110-store Nedicks 
chain for $3,000,000 to a new com- 
pany, Nedicks Stores Inc. Peter 
Sando, former head of C&C’s Ned- 
icks Stores division, is president. 
Associated with him are several 
other division executives. Not in- 
cluded in the deal, which was con- 
summated at a profit, was the sale 
of Cantrell & Cochrane, another 
C&C Super Corp. subsidiary which 
supplies Nedicks stores with its 
orange drink and other soft drinks. 

Instead, Cantrell & Cochrane is 
forming a new organization and 
will shortly launch a national fran- 
chising program for the sale of 
Nedicks orange soda in bottles and 
cans. Frank McHugh, formerly 
with Pepsi-Cola Co., will head the 


operation. 
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IN SAN FRANCISCO... 
Ii'T’sS THE EXAMINER . 


First in news and first in 
advertising- plus the largest 


circulation in northern | 
California daily or Sunday &§ 
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Hearst Advertising Service Inc. Offices in 15 Principal Cities 
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Television’s incredible statistics can 
be even more bewildering in this 

rd year—if you don’t watch them 
ate carefully all the time. 


Take the question of measuring* a 
program’s popularity. Do you count 
the total audience —the number of 
people who tune in during the course 
of a program (including those who 
tune out after sampling it), or do 

you measure the average audience 
—the number of people who watch it 
during the average minute? 


Advertising Age, July 9, 1956 


Without a single family changing 

a minute of its viewing behavior you 
can arrive at a surprisingly differen: 
set of figures. 


The total audience** measurement 
can produce the most astronomica! 
numbers. But the average audience 
concept has far greater value for a 
sponsor. Because it is a much more 
accurate index of the number of 
people who have seen an advertising 
message, it has clearly gained more 
acceptance in the industry. 


The clearest single fact about the 
1955-56 television season to date is 
that on an average audience basis 
CBS Television broadcast 7 of the 10 
most popular programs at night and 
8 of the top 10 in the daytime. 


Moreover, its average program had 
a 12% larger rating at night and 

a 64% larger rating during the day 
than the second ranking network. 


A record that continues to establish 
CBS TELEVISION as the 
world’s largest advertising medium. 


* Ali data based 
on NTI Averages: 
October 1955 
through April 1956. 


** On this basis too 
CBS Television 
comes out ahead 
with 6 of thie top 10 
nighttime programs, 
8 of the top 10 
daytime programs, 
and averages both 
day and night 
one million more 
viewers than its 
closest competition. 


61 


en Po eo a aia ee ee 5 A Lip be aD yea MRE 4 : : ; 
ae o yo eee gle reine a ba Se ne ie eS : 2s pe nama neat arin Ar ee Meier et pi 
> ba a oR ademas es oes oie aoe ; Pee eee eo Sk. ae fT ee ee a aa a 7 ees ee 
ee Paes eet F pa 5 eee a ee oe ee : Po a a ge ye Re ye | ee Pee Sie ae al. . eae Des. ta ide ae aa ee ar Been 
? oe a ers ee ws ees aa ar a 2 Oe > a oe Gy ee cer 2 ee Pee SS ae = Pics 
ee z ee: ER i ae ie oan es See ae a. Bs 2 a ea A. a Se P.O Ree e 
Fes as rls Sa fey el’! a aes 3a SS i ‘os ec ie Pee ce ae, = ¥ " ied eats -~) | ay ee 25 Danes 
cot i See Ss eee | ae aa ee Pee oe ids Bet OSG . Joe fe ns ; ee ae ae. ee ee ee se = nes 
ee eee ee ae i ee abe = * ae 2 aed — a oy ce 4 rh OS 
Cr eS ae Pan, ae OG ea Re Oke a cee. ae Be eS - te) — ee | are ee at ea 
cee eo Se 2 Ae i Moe oe aa ey ee 5 A cay ; Sy a oe aaa ; 
Co es oo ae Vota ee = ‘* ee =) oe ee. oe ee + ga ed a ‘s ae ee = age 9 ae ie 
i Bee ee ees SAL bee eee ee Boag Ben i bie oe oe & Y ie Bete, i Ee ee: § ee Se 
an - Aan ort Se oe ae ae aan ae. Ree sa ae a 7 Re a Se ee ‘ ee ¥ pe 
fi, ae Be cai ot 7 ee ee ere er ‘ Rete eee oo eS. sone aoe . a ee Sea ae > 5) aes ea ms . 
Sa * eee he aa ae +.) a ig | oe ba tee rie i gle a q a “Ae or eee Be: aed es ; 
i Ey ae — eer ieee ae a a. ee Sane ie mee ———————— ee St ot nee pe, i at gl k 
ck. oe ae er rae a oS edie re oa eae Sane come Peet. a oi ; To eee Mea “re 5 
ers ey 5 a cee. toa aa 7 aa ed ee aa Ey A or ee ay! .lU eek a EN oon * i5 
2! os oe). gee : oS o-oo a i) eee a i aoe Ce ee oom : 
i a a a jc So eee Eel et os ae . * ee - ae : 
Bee ee fae “~ ba gg. eee oP , uke aie : - we: ee |. ee ae Ms NS , 
. Ps 2g i ae oho ..  ° / eee a eas . cg “we ima < Teen ere [aD ee oS Pes < 
wee ee. E ie as 7am a - Perc Be ar a a Br Ae poy Tae ul lag a 2 pat 
7 kee ‘5 7 oe a Sere ae ee Sos oo Bo see ; aa ee ys ee - 4 Se ite.” 
- oie = 5 a a “3 ie a eis Ol a Ss AS i ef i eee we eS We ce 
Ps ‘i? Sale oe ae -_ ie ae ce SS Bef ait ae £3 ae oes y a. , oie Beene Kore Seg or, y 
ee me PO a 4 ee, ane, Sma - aoa i ater ¢ : rae - is me eh ele i, 4 at yt, oe ; 
ar .. 4 Bites oe eee ee ee, es om ae SM 
oe oe ae Sig a aa eee ds |, ee Gani: ae so 0l - : = re cao vis: 
en i ae og a edt ee 7 Se ee De e 3 aie er : “Sas et es con fe 
he, ae a Wie ere rt ee —_ laa ae ga i Ame Ra coig a ee 8, oe aa 2 seal a eos eA " page 
<a an ec eee :  . —: ay ae a ee Se ee Boe. ee for 
‘ ce o a See Pe Be eS = oe See: Oe . a oe * a 2) is Sir £ Mite = ye $y 
(5a ae id patos een Wena ee ome eet Ee eae = \SMMEprcgeoe : El es foe i? et eer hs Sey ne t 
ens. 3 : ee s- LO Sn tie creer: a eae a: a ee ER a eae ee oe Me ex 
“oe Eee. aL ag Se . oe fain reso a ea Wee a es: Ae ni joe me aay = ey er a eS ee dati oe ¢ 
Hy eee io a Se yk Ege Peo a aren Oe ie: ‘ts ene ao ae + ies ea ees ‘ 
aa eee ee ee ae “ics. Se eg = ae bis i a ie Bee oer Se: ee ay ; 
Be te tee ar | ae Be 8 ae re: et ee ee ee ae ~ ae ~ eg a ae 5 ee wha; Oags “3 
} ; i : a 4 és eo hes my —_— BO ries i eS i ead 
; é / SS : ~ = es Pee os pM 
> se ie et om ant i: 4 
rt ' . eta Teg 
f = ai : 4 
4 - ee 
a i x 
- 
‘ Lime 
b } 
j 
qj ee ee ae a : 
Fi _ 
‘ rat 
eee 
b : 
¥ 2. 
’ 
. M 
a , 
) 
Py ‘ 
U > 
a Mf i 
: - 
) asf 
x ‘ ¥ 
: ae BURN oc. 5 See Dees an ae ee 2 ae s “j J : . 
cS aa ae song 2S eet mere Sr ise Fee ‘aes en eal ls rie / —o ee ara (es : 4 ‘ ey - 3 = ~ Me 
aw ee Baie, 3 mes se ek a Re ae OS a bs.) peer i : : aes ig vt 
Pe ey ee eer Ay ee ee eee al a a: Pe ES fc ere ge wn te ‘3 > oS. oo Se he ee : ; 
OY Lo eo See eae eee 2 ees ae Gee. Se ee Pye as a es, oa ene «Ng ee > pS a3 
ae: See A is >, a ae ee ee Reon >. 0" Scien ae er aa ig ae ae je ve Nig! tx 
a «a aa. ee Sos aga) ee 2S. ee oe as en, ed ae =: eae eer iro)’ a, eee , Be enti oe : geod +L Ge: 
aS epee ic: Poe See gs Se, oo 3 ee & es Se a eee S eos a Bes 24 ee: 7 Pe ae tga Pics aed 
“is.. oS ve Ps co oe ae Po ee 7 & bo MEN me ie ie ee na , aa ee _— a ange ‘silt Pe " 
a ae a er Bie eae Se rae ee oe ae Re ae ae ‘ * Ta i ee : 
20) Seer es ee, on. ee Pe Ta ie: , OS gt 2, ieee oY keen ew eg ees? nd ti ee ra a ie En ae . 
i ents ih Aa ea pes re eo ane as pei +p. 2) hineeee = a Fe a ag a si hie a f+ ee ed , 
sf ees : 5 Se Pee ee De Nema ee ieee aa a Be ea sei Fe he ir. =) ang aS sais i Ag ao ee 
ee, aaa iy) Ae eer s Re ye” NS 5 =. ot. a? aa Bis! aes ap es “ag Fg et isk 5 * pees sheen = a ss 
re Rs A ‘ahead re | es EC aad iy car re Se F eek ee Pee cae i =f Rane: id Pe a ee eas 3 
: Vigne Gee ib.) Sai “ae  - a eh ee ee ee oe . ae 1 ae page ‘ 
¢ 2. Bile deere cee <a = "ie ae NES 5 Ae fee Oa a 7 oe “gee annette 40 ae fae oy 
iE. Gece ets Sra a ae ; a Se mee are oe < ot Ve Ae ae es ae ae 
) - . ee. ae ae ee em RODS Te RS > eae 4 a ae Beat ie ace) aaa neierg J 
$ #5) See ie . ae ——_ a ae ae eer Pe eee ae MS 5 as 
Poy Gee , 4 es ea ae 2 5 oe a ee a rs 
; a - ee eee © ‘ae 4 gees i : ee: i a Wn chk y ary ee Se 
1 ite se Fa “it ee hag ec. . > = 7 pea eee bra : rie oF ¢ we ’ 
. : s a eee Ps eae ae ee : Pe Pe eee ei ’ 
2 >.< ar le a abe ea ae ia i. SoS es ; si 
Cee al “a Ce a ‘aa e epider Sore eT: 
he ee cS eee oe ’ = mee. Sas | oa ht art Ff 
> (ee oe ciate ~ e Bi ye ee ae pie TS SSC iy a . 
en ee ie ik Be: ec ee ey eo 1 ar EM Meera ~~ gees 
- DS 5 ie ee Ps — Pe ee eo, ee Se Se deere 7h ears: oF Ake ; 
; “2 em ee a RS ee asc: ee a ee! an. ae eS ee: ase. c 
4 4 . er at eM a A, > a op igs "14 an * Beene ees. a Sl ee deo 
$ Se eee bon - pe Me ee 2 ee onc ‘ ae Wel ie. - TM L ‘ 
. Se oe Se eae eo a: Hae gee a Breeies ee ee Pe ae 
_* Bie 8 Se a ee ce a ' — en Oh 
-* Ae +, (See a a ge a _— ae ee ete i a ee eee PES ; 
ae a a Ce a i Ae ae aie = ee oe ee ARS | =20 4 ee aes es =e i a . a aH er oa “ 
re. om, By es Bet. ae a P a. Rote 2. _ : ae bog oe sae st ees 3 " 
Coe ee oe Ms io a ieee ee ete > y ere Siglen es pa i 
ee , aa er aaa oe ee ee: "oy a ll 
eh siete, 7 ae 4 ‘ (ie ea eS Gs ea a Ps Ne oe a ba es Pte 
eae ia ag 7 4 a ee ae a | Sa aee a ca oe a = ees rt 5 ae a ry bee 4 Bar 4 cat ¥ 
Tee Agen a = ii > ae hee, See . — ees) oe ee Fe 
a a : ros. Se a ~lageae aa a > Sees a 
= ia <a = ees ae Seen ee eee : Me a : 
ae ¥ ona aa ee ape gene pee i > eo ON bgt Pee ; 
Vt: nes) ; ee pie se Pe eee te Sete fee a. ee ee 
fa) ae ay Rie © : P a eee 3 See ee a - tals ee poe i Meee AE i lin mye. a eke 
ey i ss = a ae oe ae an a 4 SyetioN. | ip eg i Ree ee e Bes Lah Nag fa & ae oi 
2 - = ene a a * e ae ae ee Sag on Bless |S (a eres Bie is ome sa 
i. can baste - a eee oh ee an ie ae, - oo ee eae 
7 a he: ee P eo Be 0: Oe | an ae ya 4 eae Bore = i= ar eee Ae, 
oo, wa eae eo . ae a See as nt Be a oo a ae ee a a 4 : Fein 2y we ey . is 
ee 3 i a 0s = a= a ea le 2 aes an « ee ere eB eth yoe Pa 
ae or “Saas eer ees. ‘ea “Sa e : ines i fom eh eee aU ag ¥4 ee oe ee ad ere 
ee! ‘he pisaeavE Me et eae pS Bee) By ee ; ee eee es ee: .-% oe, | ae ee Cees 
Soa a: |, aa Rate Ro Mee ue <a oe on feu y x a * - eee: 4 ate oo, Ma Yee eae 
eae ake eon oe . es a - aa s onlctek ina =e eh peck tn: a vel ; Begs res , ) 2 ee or o _ Pe gee St Sigs 
Cag , ces. 5 aaa . > Pee: oe eee | BS Ag *y =a ake Boe ee Seta a are 
a a Pa ee tee n? — oe gaa eee Bee : yiee, a As Be Treo went hehe : 
, Wes: ee ee bs = a ae eet: ore (ae ets ee > a =a ene wee ag ie 
a a Sh eee o . a. Bits aed oe ce a Se nf ep q ll ae are. Km ae : 
le SS eee . 3s Sn a . pete 2 ee t ae be +, aa af Sah 
; ; [ee en OF ee ~ ie ie tn ee ee ee . = Sa PM ie es ee ean wos em 
PY ie ha ee ee Las See ota a + * aaa ec) * a bie Rai ae Sr > 2 aa 7m + 7 ie vo : pe Agee cae Oe. eat ‘ 
i Ah MRR EN 2. i a Real oe Re com ged le Se aa on es a aka fl . “- . (I Cae ane ae a 
2 , acs ree fh ek ne A i« 5 ee re ? ; “ a Dre ao ae : a7 i ee Seat a: ae 
a Aan «a ray ae ee ep I er oe + » Se, P Sere 2), ale Sea tS ae 
| eas ee ine a es a ae . eS ae nT 
‘4 eR ee Se he a Pies acta a? . Poy ee os 2 ty ae Ly. ae ee Er 
‘3 BR fc | en SAP eo See A ae & rae { eae coe ao. > oo 7 Vieira oe s 
2 oe eS eee z i, ee eon ee en. “yy \ ia ae 5 
oa Se {ee 8 2 a oe > i Pea, oe a >. am an! : ee Sigs es 
a Sele Ph ae ee ae ee ae bees ies ait) es as Su ren .. " i a pL eee het aie om re? Fas 
ae a eee | en ee ie a> ie re le a 5 - ; , ee ots ee Se a Saas ; 
yeaa B+! a oe eee ee! ey en a ae roe sé bP aan wee, Se wei ae Jia 
—s ne Dy ae ae ae ales: ee ae ae ’ ie Pai eee co es aie, : a. 
i Bete ae pear fae. epic: — ae 7 ae aa Waa sam me OR ans ape ~s a 
a ty ee coe ae ae ee a Se may | ees | eee OS, ae a ie a Ea 
a? Pig iat facia ad =. ict as eer i SS J = Abus 2 Sh a te C Se ES. ae Sm om ie : : 
‘oi Sa De ee ee re, bt Pe 4 tae se ek | cy vee 5 ea baer) pee! |e eae sage ‘eats: : 
ee i re silat coos ae a 5: oe (en a fete) - = », 3 ay eis ae. OS wi bias siete 
oa Sis ees Lt ag = (ee S ee 3 anise. ae ie pe le Se = hn ee pe Ee ee is fete 2 > 
Saas ff ee ce eee eee eg eae Bee y <i) ee i * en ae # ae i Shas ee Oe, ek etic = 
<i 5a oe, ae. Sa “ee + eee ca tae =D cae ae nets re ares Bes ee: AS oO ost So eee “A a" . 
eas ia eo: As en ee > eh; ee ae Res >) ey Ce Ue ae pte os wid i eid) Ly ae pea tae ele Oe : { 
a a ee ae E | on i ae Jie *. ee oe bie ; > PS ee Neer ee BP 
a ta a ig , see oa: ee a at <r Po vi hi a peers pes? . 4 : ee 8 wR a ye 38. ae x 
Te Re oe . Se - : pa eae eee 2 a : a by eet te ar eer saee 
De SU) ci oe | eee a. . pine. 2 ? ee ge ee ia 
—ieged eee so ae a, a. ane 2 eee ee en Ae A 
Bai het es {a ae ; eee 6 Sea oe ce cS. eee ee Shoo 
eM 5 Bo: Se . a ee os ce a i ite ey } os) eae 
ano a — es: °C ee ae. h6—(lCl ll ee ere G ei ; 
a a ae Yee a i ee / hoe a = Ce a fon es : p E SAER es Me at Bean te ae Soin 
ae . a es etc ae oe + een f ‘nr er ee hoe eS Spoon ee Brie ae i eee ohare 
: ee Bi NS ste hs, sam ee Le Ss 7 Somey. ola Ot ane tere ‘esate ek (oa - _- | Nera © . Pere lao 7 Teh tat 
a a osc ee a ane Cee a (a a c= San - se - 2 oe ae ie Rae, ont 
Sa aa eae tenes ee ee | ne wo (a Po. ke ee ee ia CO Wo Bi ee $ eape 
oe 2 - Sc) 5 ee an En is i ee a ia * ee i eS ages : 
a he GE Sh Ley kee Soe ae , a See = * * * apes “a tae: i “- aa J i ey 42 ee > ee le oie rg Sars iodine tn 
a ‘h Bae. Pe eG es aa aaa ”lC Oe , rs anil oh see ‘ae 7 ee See ee secs Gute 
bec i Sen Wiety See er Re ee 7 . ie sober eget ie = ¥ fas nee i - Ss SS er : 
eg Me re: Soa eee Oe ec > . ao se +3 : : * el as oye ey 
rey i ge ee aan N OS —- i ii ieee aa te " a rat aie ~_ aoe ce eye: Ba 7 er es. tee ey aie AS ee ¢ 
fom De iat, ag ‘ihe: 9 5 ao _ ——_ mes a gemiemers o ares SPY oes 
— et i ; — = a — | a Ya eee ne 
pe re hye te : | eee el a on i. > ora 5 i a | ee cs es rr: 
pret: oa ae 7c ea = ie Pee a a : RR oes a ty. ee ae - pi ike 
Pam ag ogee ee oe a! ee  ) eo ee 
oe ae 2 ey ; “ee oe ‘a i eee (.. <i : oe Cf ee BPs 
; Sabie , Scena i Ce ee Ek ara ie Pr / ae ey ae os are - 4 iw Seta ; 
i. an eee . gee eh, ae . a Be SON oon ae , Dei ee < > _ ae ee oe aay tide se a i 
po tie ae > “Sg ee ie a é aa ere A a ae 2 a oan 1 ee ee Bae, : t 
=e Gao Se ge ae ee ? ee i oy, a aly fe eee i: a ee fl ee ee ee Wig 
a oo ae ee a cee wit ak ae i, ee eee a =e > oe oie ae... oe oe 
on a i Saas 5 ee : <r ee : - ee Gh Re s ee ey: ae : ee ee Rae Ce 
ii. sa OSG xo 3 ie S Pee ee. - ish i i re: _ See eee Soe, ep yt oe ena ial eee r 
a Pe ie : De re iy. A a Saige ice ve ete es — — eee * ( Ralia ot Soe ae Es aa Wig Fa 
; oon he ee ah a! UB gee? on co j ee | ee ie aa Jie ty Gens: o e eng 
ee uae aig = gee eee oP ; re Ae fo er ee ° a ree. Se ae: if es 
a. ae lati! ee 4 ae 2 oa tae es a Pes ae ie a. 4 ° a2) ae lear Bio. = 
naa | ee a or fee oe ee ae a Be a Sas Se “4 RS ee nf oh Cae: 
a ce ian see MS Ae a a oe Ge ee ee an ae ore 
; if hes a 7, aon ee i) on : — — ad eS fae Bear 2H : t “sh en 1 ee = or 
eo | es sie ee -_ ‘ a [| eae ee ee are heer s . a ie eG ee ee kek eae 
oe a ee" a ot ay Re ees fe gee te ae { i 4 hy? sea ts bay a 
oe oe en > (ia - f(a © ap a oe. 2 Rae 
[oe fae é aus ° Sa : eine ta) eye Usd Ge ers es 2 ae eS ° eve ee: Sh eae de mati 9 
—— a ns sited PS oe ae : Eee SS ee BS he } 2 ae b) es eee ay ie Redo >, a cage etd 
a ae eee. 2 gee a . ea LON ee ae “at: S3itneees i fa Pars Eres a Het athe EES Spt 
3 a as gee =) ee Seren a : Deon te er SS a eS : gate" < ae - shi oe tm 
— ae -, a whe om mee ys xe 2 ae te ae ye a ee be eae cg si in 
So Pt Se re ee | ise cane Re hunk By M hog te Rave pa R re. 7 ——- ee ac TE i RS oy aie : 
? ia ’ in oe es Fre ieee ot. > Begone? eee. “pss a : a > ee — = ie | ae S., 3o ee aa ae 
a ae Bf a i aes mia fs *. ree La lin eee es ’ : Bas fee —— A a aa . LA a ee cae 
a gas ae. Se , Po. ae ee ea oy tt ; is a ae pg 
a ie gee eral. cy, os Be ae. - a: ee ie aaa ‘a a ia eh : oe, “s > J out oe 
a a * ico ee Ey inn 2 | oa oe Oye! 2A ee a Elaine * Cae aoa eee a a : 
a es eS a ‘a ret ae ieee mee Cee Re eee ase SS 0 ale Been oe ee ee Te = oe : 
en es. ot Pa aes a ae ae Sn LF fee cle. cement a Se). ee fas eee he: 
e3 ae oe ghee Some ae Sa see) ie a ah oo ae oO ae ae we 
pee * oer a feed Po cn a eae, on cee Ae er ae Vel See a a oer ao wee ye ee: : ey) 3s ‘ ; 
a? om Een ake ae — li i i le |. Sega ey eer “ a a a. rate Baer. ia uit a pets. aa 
te A ae ‘ * “st eign 


Advertiser Attitudes on Hiring Communists 
Range from Clear-Cut to Vague, Fund Finds 


(Continued from Page 3) 
lend aid or moral support to per- 
sons who subscribe to subversive 
teachings. Where subversive guilt 
is clearly established, we would 
have no hesitancy in refusing to 
hire the guilty party, but we would 
be running contrary to one of our 
country’s most ancient and noble 
traditions—i.e., that a person is in- 
nocent until proven guilty—if we, 
as a private concern, set ourselves 
up as judge and jury and passed 
sentence on persons who subse- 
quently might be proven innocent.” 

Westinghouse—“We buy ‘Studio 
Qne’ as a package from CBS 
through our agency, McCann- 
Erickson...Like any large cor- 
poration in America, we are inter- 
ested in making sure we have no 
Communists or subversives on our 
programs. We expect CBS to screen 
as closely as possible to make cer- 
tain we do not use anybody who 
has been proved to be communistic 
or a Communist sympathizer.” 


® Armstrong Cork Co—“We 
would not give employment to 
anyone who advocates the forceful 
overthrow of the U. S. government 
or conspires against it. We would 
not...base our decision on un- 
supported charges from private 
sources, but we would heed the 
findings of authorized government 
agencies ...This applies generally 
to our employment practices, and 
it is immaterial whether or not the 
applicanteis in the entertainment 
fieid.” 

Texas Co.—“Our company takes 
an active interest.in the selection 
of talent appearing on its radio and 
television shows, but depends heav- 
ily on its advertising agencies to 
determine the qualifications and 
public acceptance of such talent. If 
our agency has no doubt about the 
talent ...we usually concur in its 
recommendation. If there is doubt, 
we usually make an investigation 
on our own. If such talent is shown 
to be affiliated with the Commu- 
nist Party or an organization op- 
posed to the Constitution... we 
simply do not employ or retain 
them.” 


® Dow Chemical—“We would cer- 
tainly look with disfavor upon the 
appearance on a Dow program of 
any person so controversial as to 
place us in a questionable light by 
association ...We would not wish 
to be party to giving aid and com- 
fort to any known Communist, but 
would recognize that accusation 
and established evidence are two 
different things.” 
American Tobacco Co.—“We 
would be wasting shareholders’ 
funds were we to employ artists or 
other persons who, under com- 
pany auspices, are likely to offend 
the public... We would disapprove 
of employing an artist whose con- 
duct in any respect, ‘political’ or 
otherwise, has made him or is) like- 
ly to make him distasteful to the 
public ... The fact that an individ- 
ual has been listed in unsupported 
charges by private organs, organ- 
izations or individuals does not 
govern our attitude toward his 
employment.” 


Agency Responsibili 
Coca-Cola Co.—“i eeteee that 


pho n get ideos thet Adver- 
isers or Agencies have invaded ir 
rights. When a ciaim is filed, you 
need our 

inal eld AP ded dy 
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out of these cases. 
inexpensive and i 
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anybody employed by us to repre- 
sent Coca-Cola would, subcon- 
sciously at least, be looked over to 
determine his fitness for the job... 
In actual practice, we buy our 
shows as a complete package and 
consequently we do not handle all 
of the many details from the ad- 
vertising department. For exam- 
ple, ‘Coke Time’ with Eddie Fisher 


is contracted for through MCA by 
the D’Arcy Advertising Co., our 
agency, and we have no definite 
knowledge of all the intimate de- 
tails which they might consider 
when making a show for us.” 


General Disclaimer 
Lever Bros, Co.—“Not merely in 
its radio and television advertising 
but throughout its organization, 
Lever Bros. Co. strives to secure 
the services of men and women of 
ability and good character. It is not 


merely a question of avoiding un- 
desirable elements, it is much more 
a matter of choosing as its repre- 
sentatives the finest individuals 
possible...” 

General Motors Corp.—‘We 
have no policy as such in connec- 
tion with the employment of artists 
for radio and tv programs spon- 
sored by us...The determination 
as to the employment of the artist 
is made on an individual basis... 
Any answers to specific questions 
or general comment would be the- 
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oretical. Frankly, we do not care 
to speculate on such matters.” 


s The questionnaires were sent out 
in May, 1955, which accounts for 
chronological changes like Coca- 
Cola’s reference to D’Arcy as its 
agency. 

Mr. Cogley remembers that 
about 20 leading broadcasting 
agencies were questioned. Of these, 
two are quoted by name and a 
third (at length) is anonymous. 

Robert F. Carney, Foote, Cone & 


Reader’s Digést 
families alone 


buy one third 
of all new cars 


They provide country’s 

largest automobile market... 
larger than market covered by 
next two magazines combined! 


CHAMPION SPARK PLUG COMPANY is 
now advertising a new spark plug development through- 
out the world. “To spearhead this announcement,” says 
James F. Lewis, vice-president of Champion, “we are 
using all editions of Reader’s Digest—because of its 
high coverage of automobile owners world-wide, and the 
great confidence it inspires among readers everywhere.” 


Crs five million families across the country bought 
new cars last year. And 32% of those families 
are regular readers of the Digest. This means Reader's 
Digest families alone accounted for sales of one third of 
Detroit’s entire new car production. 


This is the greatest-new-car market provided by any 
magazine. It’s the prime market, too, for tires, batteries 


and accessories—because 


Digest families drive more 


cars than families reached by any two other leading 


magazines. 


Whatever product or idea you're selling, you'll find 
more of your customers read the Digest. 

People now buy 11,002,672 copies of Reader’s Digest 
per month. This is an increase of nearly one million 
over a year ago*—the greatest circulation rise of any 
established general magazine in publishing history. 


PS ENR eg i ME hy tot GEMM ha lig ae Si g meee. an” ae Se ee EN es He see “an Co ees eis) ec se 
ert ie Pe Nee i BS, 19 i ee ae eee - i ng ier nee ae on oe o ae ee 
PETE, A Shige alin eed yt Ee eh gee te eee Bel cs ae eee ee | Se el >! ae ae See oe ee 
ee CUR AME iS ay h ok = 8 ab, Geet aS Le d ee 8: ae A ees fi Seige 2 : 5 eet ae i ag a aru ie ae ee Se ees 
« ee Re ey é cme ii, Sy rs ze Z 7” ; F + wtp ee snl ra 6 3. - the . ‘ 
ee ress a ee gl RTs Ny . é - a ai 
ee See , 
ee - 
emia 
a ee: 
Le ee 
Seer 60 
i oa 
Ras Ss: 
eet a , 
¢ ye oe R 
o ee 
re 
re ee j 
a 

EE og ee 

Lg ae. 
s , ea 

= eae 
Wa 
ac ae 
Put a. ’ 
ites 
eee 
oes 
ae hs 3 
eS a 
ei. 
7D lates 
- oy , aa b ————— 
ee a F 
ee 7 i! , 
eae a oe Mi 
et ea 
dof eee : > 4 
ail e 
~ > ae 
en ; 
aa one 
“3s ‘ 
et. 

{ae 
ala 
oe x 
gl “ P 1 
e: i pep. ¥ « 1 

eee ‘ > | ie 
= eae i : 
a a 4 2 
or ; 1 - 
Bere ee mar 4 a : 
A hs aS _ a : 
Ne sen | A : 
oe vite: ~ a 
2 | é‘ y s BF 

irae : - ¥ is ¢, é 
eo ee : , 
ie. ete Set aS . 
eos * NI > . pes 
eee ~ a BET orn et 
Ba: a ~ , ¥ * 4 ‘ 
ae he 
ag | on hed - £ 
Pree a*@ P 
hes he es “ . “¢ e ; 
ee ae . ‘ - . 
as et e \’ Ss r. > r & 5 
0 | ‘ , ; >» * 
ae Ses Fa a 
hee ea ‘ -¥ 
ie | ie ae 
a. oe M Bs: > ; > ‘s 
eee , " 
S| ee | a> 
at eee | a ‘oe " 
oat: . ? 
be a a & hy 
“Sh oes a > 
3 ee | : . 
oe | 5 FY ees \ 
he tes o ’ a 
[ca | ' 

Ce ae * > 
ai ees | * ~ 
Se aro | ~ * . 
eae “NS Petar - 
re & : =a i, er oe . 
7h ae . iB ft foe 
Pao? ee + ae A ei 2 
Pecnty: | by i i 
eats = OOM | Met E; fie My nae ane ge: ; 
peas al <7 ee? ee 
ae. he RR 
i Begaeiern mes ee 
LN ae i $ so af aan Bee i ean 
=e? ae eee - a, eS eee 
meee a ee 
hat oo ae : Eas ; ree a 
ee Se es pool “4 ek 
eo ie oe 
| pg | —_— - “ Ba ee 
he EF. | : e.5 _ = ie. 
| ae | Pra ae ae 
ie. te ees 4] ’ a bei: Ayo 
| ee +... Y) a ey). ac a 
+ ee PE . dae i 
2 i p aw. ic a ee 
ere ee _ ace a > et ae: 
tf tng — — See a beeen ch 
fica = ee ae : 
1 Yea ae en . 
| aa « - Beis a ae 
1S, fe So eae Se 
ig ae Pes « ae 
to ae = ee oe art 
slo ah “oe 2a | 
oe ‘se co | ee 4 
asi. : is oe] 
To Ne eee eA. 
#3 ag : ~ oe . i ee au 
eee «- ier 
ty ae e = nak 
1 ee < oe + é . 

Pe ele: y 7 a - 7 + See <8 : : ? . 4 
30 is a ie ‘ & * rg? 
ae | ! eee Be ft - A 
Pees os jae : * 

ie ree a 2 ae 
fee he : aoe er 8 ; he e” 
‘pt ae eee 3 
3 ob aa | ; een ha a 
Reta, < » | ‘ 1 res me 

ee eek : : * ~ a eae % 
¥ a | i i ib 
ee | : be j = 
ice: \ : 
Bors VE ‘ i 
a Pe : co aa a 2S ; ‘ 
=f on ‘ 4e%. eg al ae : { 
eae ee a " 
ie a eo ia 
a a ; ; mt te gee 5g 
Be eo ae ee ee ee : 
my ne ie CO ee | . 
ee . aw Tea 
ear sore ’ : “i * 

pT ee “a 4 

. te: ‘ ee | 
. ce eis 3 a ee Sy 
woe sisieisatiiatia’ a 

oh yg 5 ; See : 
“a ROR er 
oo “ 9a Tk ¥ : 2 
<M eee Rae het #8) tig ee 4 
a es ee ais Rt 
ET go Sek ce ~ by og “ne 
Boe eet ee V ee a 
hea i ; 

Stowe 
Pa 4 
ae 

Wut Res 
nee ae 
Soe : 
F Wess i: ‘ 
1) 
St ie a 
og ta eee 
y Saee > 

Pei = 
we 

rei Z A! be 
nat eee eae re 

eee sey Oe. ; 
Pook ee CL ee : 
ae ee KANSAS ICi TY 1 wiaWoire 
2 oe tele 
[ue 
ae oe 

ae ae 

bes — : es oa 
ae ee rege oe a ; ? ae oe ‘ - emai Ue bc i. aa ofan 
Ls yo ee 7 “ 7 - " = =. 


ye 


Advertising Age, July 9, 1956 


Belding, said briefly that an agen- 
cy is supposed to boost its clients’ 
sales, and “in the circumstances it 
is our policy to refrain from em- 
ploying anybody who we have rea- 
son to believe may embroil any of 
our clients in controversies of any 
kind, for any reason, or which will 
result in alienating any substantial 
section of the public...” 

F. Strother Cary Jr., speaking 
for Leo Burnett Co., said tersely, 
“We believe we can give you our 
position in this statement—we are 


against Communism. We do not 
believe we would be acting in the 
best interests of the U. S., our cli- 
ents and our agency to employ 
Communists, and we have no in- 
tention of doing so.” 


a The anonymous agency went at 
length into its feeling about the 
problem, which might be summed 
up like this: 

1. It won’t use material implying 
disloyalty or hire Communists. 

2. It will disqualify for employ- 


ment admitted Com 
questions. 
investigation and w)! 


hearsay or suspicion » 


cision without regard 
Of the advertises’ 
came from policy sta‘. 


(C. J. Backstronc « 


Cork, L. I. Doan of 1). 


uni 


sons who refuse to | ..:; 
3. It is willing to u: 


4. It will not join in 
but will make an inc; 


and Schlitz) ; three fr: 


S oF per- 
wer relevant 


rtake an 
not accept 
idence. 
j icklisting 
‘ndent de- 
pressure, 
vers, two 
nts (P&G 
presidents 
\rmstrong 
Chemical, 


and Paul M. Hahn of American 
Tobacco); three from advertising 
managers (L. W. Scott of Westing- 
house, D. W. Stewart of Texaco, 
M. J. Roche of Lever) and two 
from other company executives— 
GM’s from Anthony DeLorenzo, 
director of radio and tv rela- 
tions, and Coca-Cola’s from E. G. 
Fritschel of the ad department. 

In an appendix, Mr. Cogley lists 
three possible solutions (he ad- 
vances none) to the problems of 
blacklisting. These are: 


The Digest’s total reading audience for a single issue 
is nearly 40 million people—the largest audience ever 


attracted to a magazine. 


Who are your best customers? What ages? What 
incomes? What sections of the country? Whoever they 
are, the Digest reaches more of them. 


For instance, among men and women 18 to 45 years 


old, 10,400,000 are Digest “primary readers” —readers 
in those households where someone buys the magazine. 
This is nearly double the number of primary readers of 


the next leading magazine. 


Among non-farm households earning $10,000 or 
more per year, the Digest reaches ha/f of them... 
55% more than any other magazine. 


Where else is there a magazine that so many people 
believe in so deeply, turn to so faithfully each month? 
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This faith moves people to action—by the millions. 


Advertisers are reaching this great, responsive audi- 
ence at a lower cost per family than in other magazines. 


For details on how Reader’s Digest reaches your 
specific markets, phone your Digest representative: 
New York, MU 4-7000; Chicago, WH 4-2544; Detroit, 
TR 5-9600; Los Angeles, WE 8-3666. 
*January-March 1956, as filed with ABC, sudject to audit. 


People have faith in 


JReader’ Dige st 
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e An advisory council to the in- 
dustry composed of clergymen of 
the three major religions who 
would deal with individual cases 
in an individual and confidential 
way, communicating to the em- 
ployer only their final judgment as 
to the person’s trustworthiness. 
(Plan advanced by lawyers outside 
the industry and with modifica- 
tions by the American Federation 
of Television & Radio Artists.) 


e Code of ethics for personnel 
practices with regard to political 
matters, to be established either 
by a group of major sponsors or 
by one of the national industry 
organizations—like the American 
Assn. of Advertising Agencies or 
the Assn. of National Advertisers. 


e A statement, to be broadcast 
and telecast by J. Edgar Hoover 
on FBI methods in regard io the 
discovery of subversion, in the 
hope that the conirast between the 
FBI’s expert methods and the ef- 
forts of amateur individuals or 
groups might allay any misappre- 
hensions about internal security. 


SAFE ALL RUBBER TOYS 
© Whistie softly when squeezed 

@ Nothing to rust, bend or break 

@ Beautifully decorated with colors 


thet won't wash off 


Each toy pockeged in 

. transparent poly- 
ethylene bag with label. 
YOUR IMPRINT in 3 or 4 
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Chicago PRSA Elects 

The Chicago chapter of the Pub- 
lic Relations Society of America 
has elected its officers for the 1956- 
57 year. They are S. L. Austin, vp, 
Bozell & Jacobs, president; Stewart 
S. Howe, vp, Illinois Institute of 
Technology, ist vp; Dale O’Brien, 
partner, Mayer & O’Brien, 2nd vp; 
Allen H. Center, director of public 
relations, Motorola, 3rd vp; War- 
ren E. Thompson, pr office, Chica- 
go Title & Trust Co., secretary, and 
Manly S. Mumford, director of 
public relations, Borden Co., treas- 


POUGMESR PEACHES THE RICHEST 
—_ FARMERS IN THE WORLD 


The important ranchers and planters of Latin America 


Hundreds of manufacturers—who at one time confined their promotion to U. S. farmers 
—are making big sales in the booming farm markets of Mexico, Central and South 


4 
‘ees 


 e . 


America. They rely on Agricultura, because it delivers the leading audited on-the-farm —— 
circulation . . . stresses U. S. products . . . demonstrates the latest and best in farming : 
methods. Ideal Buys ‘Kangaroo 


Ideal Toy Corp., New York, 
has bought a participating 
sponsorship in “Captain Kanga- 
roo” for 14 weeks starting 
Sept. 10 over the Columbia 
Broadcasting System television 
network. Grey Advertising, New 
York, is the agency for the 


WRITE FOR MARKET AND MEDIA BOOKLET 


Agricultura de Jas Americas 


“The Magazine of Modern Farming for Latin America” 
GRAPHIC ARTS BLDG., KANSAS CITY 5, MO. 


purchase. 


Wilson 


SPORTING GOODS CO. 


Wherever you find sports you will find the 
name of the Wilson Sporting Goods Co. 
As a leading manufacturer in its 
field, Wilson supplies equipment for 
a variety of sports. 
Wilson knows that wherever you find 
sports you will probably also find young 
people. That is particularly true of the 
junior-senior high school and its 
? environs, Almost all high school 
students are interested in and participate 
in sports of some kind. 


That’s why Wilson Sporting Goods 
runs-@ regular advertising campaign 
in Scholastic Magazines. An example 
of a recent Wilson full page 
advertisement from Scholastic 
Magazines is reproduced here. 
Wilson knows that Scholastic Magazines reach the 
largest Youth audience in the United States, and that 
they reach this audience right in school, the focal point of sports. 
The outlook for companies which build their business at least in part on the Youth audience 1s a 
% very bright one. Within the next eight years the Youth market will grow in size by more than 
5@ per cent. And since that will happen at a time when the 25-35-year-old market is actually 
decreasing in size, it highlights the opportunity to build sales in the teen-age field. 
There’s no other magazine like Scholastic Magazines available for this job. These magazines take 
the advertiser’s story right into the classroom. They reach a dual audience of boys and girls. 
And with their nearly two million weekly net paid circulation they reach a total reader audience 
of nearly six million. 


Scores of advertisers obtain proof of the pulling power of Scholastic Magazines each year. And 
Wilson is one of the regulars. The campaign is placed by Needham, Louis and Brorby, Inc. 


MAGAZINES 


NEW YORK 36, NEW YORK 


SCHOLASTIC 


33 WEST 42N0 STREET 


76 EAST WACKER DRIVE, CHICAGO ¢« 1221 HEARST BLOG., SAN FRANCISCO 


SPREEZ ON TEST—This ad, which ap- 
peared in the Register-Republic, 
Rockford, Ill, introduces Lever 
Bros.’ new spreading cheese, 
Spreez. Other test markets are 
Cedar Rapids, Ia., and Watertown, 
N.Y. Foote, Cone & Belding, New 
York, is the agency (AA, June 25). 


‘Good Housekeeping’ — 
Fiction Contest's for 
Agency Folk Only 


New York, July 3—If F. Scott 
Fitzgeraid or Sherwood Anderson 
were around today and just begin- 
ning a literary career, he could 
take a crack at Good Housekeep- 
ing’s latest contest and make as 
much as $2,500 for a short story. 

Both these gentlemen worked as 
copywriters in agencies before 
they started getting their famous 
short stories published, and both 
would qualify for the Good House- 
keeping contest, which is “limited 
exclusively to persons regularly 
employed in advertising agencies 
in any capacity.” 


# For the best short story, Good 
Housekeeping will pay $2,500; 
$1,500 for the second best, and 
$1,000 for the third best. The sto- 
ries will be published in the maga- 
zine. Stories may be of any length 
and on any subject. 

The contest will close on Nov. 
9, and winners will be announced 
by Dec. 31. 

Envelopes containing manu- 
scripts, which the editors, who will 
be the judges, would like as soon 
as possible, should be addressed to 
Special Story Contest, Good House- 
keeping, 959 Eighth Ave., New 
York 19. 


Publisher Boosts Two 

American Exporter Publications, 
New York, has advanced Scott Gil- 
more to vp, secretary and New 
York manager, and H. J. Lavin to 
vp and advertising manager. 


DAYTONA BEACH 


FLORIDA 


Its Summer seasons 

now rivel its Winters in tourist 
$137,720,000 effective buy- 

1955, Metropolitan 


2. 
3. Retail 


4. A quali - 123. 
5 1868 total advertising Tt 


Represented by 
V. J. Obenauer Jr. in Jacksonville 
Nationally Represented by ; 


WARD-GRIFFITH CO. 


The Werd Griffith Co. mantonns office 
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Beet, | THINK WE OUGHT 

TO THANK ALL THE NICE PECPLE 
AT YOUNG £ RUBICAM FoR THE. 
FINE NEW CAMPAIGN THAT'S HELPING 


WS SELL DELICIOUS PIELS BEER. 


/ 


WHO NEEDS ‘Em | 


es 


YOUNG & RUBICAM, INC. Advertising New York Chicago Detroit San Francisco Los Angeles Hollywood Montreal Toronto Mexieo City London 
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_ Lo Curcio-Omeluk Studio Bows 

Gloria Lo Curcio and Bill 
Omeluk, both formerly with Mac- 
fadden Publications Inc., have 
opened their own art studio, Lo 
Curcio-Omeluk, 220 East 46th St., 
New York. 

Mr. Roberts has been with Gen- 
eral Motors 44 years and the Frigi- 
daire division, 31 years. Mr. 
Lehman joined Frigidaire in 1928. 


William J. Rienzi, formerly West 
Coast sales manager of Old Town 
Corp., has joined the Los Angeles 
sales office of Outdoor Advertising 
Inc., as an account executive. 
Formerly, Mr. Rienzi was on the 
advertising staff of the New York 
Herald Tribune and head of the 
national advertising department of 
the San Francisco Chronicle. 


brochures, 


Box 133 


PRINTING COSTS TOO HIGH? 


60 year old AAA| lilinois printing company with complete letter- 
press and offset facilities including composing room, plate 
making and bindery plus extremely favorable paper sources 
can reduce your costs on all types of printing—broadsides, 
catalogs, house organs, etc. 


At your convenience, a local representative will be glad to 
discuss your printing requirements with you. 
Advertising Age 
200 E. Illinois Street, Chicago 11, 


Illinois 


Department Store Sales. . . 


WASHINGTON, July 5—Depart- 
ment store sales continued to soar, 
gaining 7% in the week ended 
June 30 over the similar week of 
1955, the Federal Reserve Board 
reported today. 

For the four weeks ending June 
30, sales were 9% ahead of 1955 
, and for the year to that date they 
were 4% ahead. 


s Of the 12 FRB districts, only 


one—Kansas City—showed a loss 
| for the week, with sales 2% behind 
|1955. The remaining districts 
| showed gains as follows: Boston, 
|12%; New York, 10%; Philadel- 
bevy 15%; Cleveland, 9%; Chicago, 

5%; Richmond, 8%; Atlanta, 5%; 
‘st Louis, 8%; Minneapolis, 9%; 
gay 6%, and San Francisco, 
% 

A detailed breakdown of these 


districts will mot be available until| Philadelphia District 


Mite ce 
+ 


.. 
og SS i 
4 “See ae ais. 


E. STEWART CARTER, president of CARTER-JOHNSON, INC., Seattle, 
distributor of appliances to the Pacific Northwest 


Mr. Carter explains why it’s always 


“SEATTLE AND TACOMA” 
eee NOT ae EATTLE-TACOMA” 


“Some marketing men, especially in 
the East, consider Seattle-Ta 
one big market. Actually, there is the 
Seattle market and adjacent to it is 


the Tacoma market.” 
continues, 


“Both markets have their 


acoma as 


ket 


Mr. Carter 


own characteristics and individuality. 


Now. ee 


The circulation of the 
Tacoma News Tribune is 


MORE THAN 83,000 


City Zone Coverage . . 91.1% 
Metropolitan area . . . 89.1% 


Represented nationally by 
SAWYER, FERGUSON, 
WALKER COMPANY 


And both must have localized news- 
paper coverage. That means Seattle 
newspapers to cover the Seattle mar- 
exclusively, 
News Tribune to cover the Tacoma 
market exclusively.” 


and the Tacoma 


of Washington State's 


FAMILIES 


in these two 
important markets 


Sales Still Sizzle in June 30 ay 


next week. For the two previous 


weeks, sales broke down as fol-| 


lows: 
% Change from 
Week Ending 
June June 
16 


Federal Reserve 
District, Area and City 
UNETED STATES icecc.ccccccccccccce 
Beston District . = 
Metropolitan Areas 


Downtown Boston ..... 
Suburban Boston ... 


Springfield 
Providence 
New York D = 
Metropolitan Areas” 
Buffalo ... iinitnastatinati 
New York-N.E. NJ. 
i 
New York . 
Rochester .... 
Syracuse .... 


FH++4+++ + + F++++++ +428 
Swaseeonm cow zhaSBod 


Metropolitan Areas 


Wilkes-Barre-Hazieton_ ypc 
Cleveland District ..................... 
Metropolitan Areas 


Cleveland 
Columb 


pt nen 
Erie 
Pittsburgh ..... nicolas 
Wheeling-Steubenville vind 
Richmond D en 
Metropolitan Areas” 

w —_ 


~ 
Vase Gee UUee 


- 


HHIFt H+ 144444 


Metropolitan Areas 
Birmingham piibistadeencandects 
Jacksonville 


ti+ 
Nee ee Ww weaenae 


Zo wo Sw eo oe 
= 


Metropolitan Areas 
Chicago 
Indianapolis 
Detroit 
Milwaukee 

St. Louis District 
Metropolitan Areas 
Little Rock 
Louisville 


| sstamnabelte District | 


Cities 
Minneapolis 
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Department Store 
Sales Barometer 


St. Paul 

Duluth-Superior 
Kansas City District ............ 
Metropolitan Areas 

Denver .......0..0.0- siecdegnel 
Topeka 

Wichita 

St. Joseph 

Albuquerque 

Oklahoma City ................. 


Metropolitan Areas —_—— 
Dallas 


= 
erarae asa 


+t+++++ +++ 
esa4abenw @ 


San Francisce District . 
Metropolitan Areas 
Los Angeles-Long Beach 
Downtown Los Angeles 
Westside Los wren ons 


- 
-NUeONOSNHEAGTAAas 


San Francisco City 
Oakland City ......... 


+ltt+tt+t+ + 
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. *—_Data_ not t available. 


PUT COLOR 


In Your 
ELIZABETH (N. J.) MARKET 


ADVERTISING 
One color and black, two colors 
and black and full R O P color 
Accepted by the 


ELIZABETH DAILY JOURNAL 
ELIZABETH, NEW JERSEY 


WARD-GRIFFITH CO. 
the Ward-Griffith Co. maintains offices 


in all principol advert enters 


of best or second-best 
in anything. . . 


| 
IF YOU HAD A CHOICE 


which would you choose? 


Then why choose 


less than the best 


photoengravings by 


COLLINS, MILLER & HUTCHINGS, INC. 


AMERICA’S FINEST PHOTOENGRAVING PLANT 


letterpress gravure ¥ 


333 WEST LAKE STREET, 
AT WACKER ORIVE 
CHICAGO 6, ILLINOIS 
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SMOKE STORY—A new ad series for | 
American Machine & Foundry Co., 
New York, highlights tobacco’s | 
historic and economic role—and | 
use of tobacco machinery. This | 
b&w page is scheduled for U-S. 
News & World Report. Knoz, 
Kornfeld & Smith is the agency. 


Revlon Sued for 
‘Inducing’ Hal March 
to Break Contract 


New York, July 3—Revlon Inc. 
last week was confronted with a/| 
$250,000 question. 

The sponsor of tv’s biggest give- 
away hit, the “$64,000 Question,” 
was named as defendant in a $250,- 
000 damage suit filed by Alexander | 
H. Cohen and Ralph Alxswang, a. 
Broadway theatrical producing 
team. The charges were filed in| 
the New York supreme court. 


@ The producers’ complaint 
charges that Revlon induced Quiz| 
Master Hal March to break his) 
contract to star in their forthcom- | 
ing production, “The Brass Sec- | 
tion.” They said they signed Mr. 
March for the role last March. | 
They accuse the cosmetics com- | 
pany of “inténtionally and mali-| 
ciously” inducing Mr. March to 
break his agreement with them. | 

When informed of the suit, the) 
tv star told reporters that he was 
“ready, willing and able to start) 
rehearsals no later than Aug. 15.” 

Multon Weir is the attorney for 
the plaintiffs. 


NTA Sets October for 
Debut of Film Network 

National Telefilm Associates, 
New York, film distributor, reports 
that its proposed new film net- 
work—to be called NTA Film 
Network—is scheduled to begin 
operations in October. Affiliation 
agreements have been signed with 
more than 50 stations. 

NTA’s plan calls for stations to 
receive 500 to 800 hours of films 
ranging from shorts to features in 
exchange for which the “network” 
will get 90 minutes of the stations’ 
time weekly. NTA will retain all 
revenue from sales in that period, 
excepting adjacencies. 


National Gypsum Names Four 

Richard W. Murphy has been 
appointed advertising manager of 
rock-wool products and Richard 
R. Bevan advertisirfg manager of 
asbestos products of National Gyp- 
sum Co., Buffalo. Mr. Murphy was 
formerly in the advertising depart- 
ment of the appliance division 
of Westinghouse Electric Corp., 
Mansfield, O.; Mr. Bevan was ad- 
vertising director of Republic 
Hardware & Supply Corp. Bev 
Brower has assumed the duties of 
assistant advertising manager in 
addition to his present position 
as general-commodity advertising 
manager. Joseph S. DeMaio has 
been assigned the advertising pro- 
gram for the company’s gypsum 
products, in addition to metal-lath 
products. 


Introducing ... 


TODAY’S 


| Three Join D'Arcy, Chicago tive department | = izing in 
| Niles R. Swanson, F. J. Marin |*@dio-tv writing <:° duction. 
jand William F. Grisham have 
_|joined the Chicago office of D’Arcy | Rorabaugh Adds). . Sample 
| Advertising Co. Mr. Swanson, who| Thirty-four mcr: ions have 
. jis production director of radio and | agreed to furnish s; informa- 
m= itv, formerly was with Fred A./tion to N. C. Ror.! Co., New 
\Niles Productions, Chicago. Mr.| York. They will | luded in 
Marin, previously with Campbell-|the second quar’e: 6, report. 
| Mithun, is an account executive on | This gives Rorab.. hich pro- 
|Standard Oil Co. (Indiana). Mr. | vides data for the s, «penditure 
| Grisham, an instructor in advertis- | figures released }) elevision 
jing at Webster College, Webster | Bureau of Adv» a total 
|Groves, Mo., has joined the crea- | sample of 300 sta: 
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Admiral Buys 520 on NBC-TV (“Tonight” on NBC-TV starting 
Admiral Corp., Chicago (Henri,|Sept. 3. The company has sched- 
Hurst & McDonald), has bought) uled announcements daily on each 


520 participations on “Today” and | show. 


SURE STRIKE! 


the top book 
11,047 selected top tackle dealers and jobbers. 
FISHING TACKLE TRADE NEWS~ 


WILMETTE 
ILLINOIS 


HOME 


BUYING and BUILDING 


A NEW FAWCETT 
CONSUMER PUBLICATION 


A REALISTIC GUIDE TO HOME ... Buying and 
Building. The facts prospective HOME owners should 

know about mortgages, insurance, taxes, surveys, fees .. . 

the site, soil, zoning . . . exterior, interior, heating, air 
conditioning. PLUS 100 HOME plans created by nationally 
known architects and designers. Entire content by top building 
specialists. 


PUBLISHED SEMI-ANNUALLY .. . January and July. First 

issue, January 1957. Advertising forms close October 15 and April 15. 
100% NEWSSTAND SALE... at 50 cents a copy... initial distribution 
250,000. 

A POWERFUL NEW ADVERTISING MEDIUM, not duplicated in 


white page. 


special positions. 
67 West 44 St., New York, N. Y., Murray Hill 2-3606 


612 N. Michigan Ave., Chicago, Ill., Mohawk 4-5363 
1659 Guardian Bldg., Detroit, Michigan, Woodward 2-4860 


and representatives .. . 
Townsend, Millsap & Co. 
672 So. Lafayette Pk. Pl., Los Angeles, Calif—Dunkirk 3-121] 
110 Sutter St., San Francisco, Calif.—Sutter 1-7971 


Hale Printup and Associates 
Langford Bidg., Miami, Fla.—Miami 9-2668 


aie ee ee ll 


function by any other consumer HOME publication. Designed to fill a gap 
in every building supply manufacturers’ advertising program. Space in first 
issue still available at low introductory rate of only $2.40 per M ... the black and 


CONTACT YOUR NEAREST FAWCETT OFFICE for full details, merchandising, 
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1955, an increase of 300,000 tons 
or 8%. About 1,290,000 tons, or 
one-third,” said Mr. Rhodes, “was 
machine coated tonnage. However, 
this still wasn’t enough for hungry 


Rising Costs, Looming Paper Lack 
Threaten U.S. Magazine Publishers: #\-=" 


(Continued from Page 2) War II, and later during the Ko- consumption of book and ground- 
q tell publishers that they don’t rean War, the government set UP | wood paper against the trend line | 
know how long they'll be able to|# Special committee to assign | of disposable income, predicts that| 
continue to supply them. supply quota to each principal end |-onsumption will reach 4,500,000] 
product quarterly. End products tons by 1960. Yet the productive | 
s In the New York paper market, ptr then allotted to users—in-| capacity estimates for 1955 to 1960| 
both mill representatives and mer- | © ry ing publishers—on the basis| «uyplied by the Commerce Depart- 
chants doubt that mills have any |° Be gee historic quotas. Dur-| ment, says the report, show an 
intention of imposing quotas on oe he period of most stringent) ,yer-all shortage starting in 1955 
‘end users. meng po — were cut tolthat builds up to 460,000 tons 
There is some apprehension, Bi . th eir base period usage. (10%) by 1960. 
|however, that the federal govern- in “ saa — were imposed 
‘ment may impose set-aside quotas) | 4 “¥ of national emergency, 
because paper mills have been re- <a ee Gudttal at, 
luctant to quote on government | jegally os rpg mega ac. | of the pages that will be called|/ing director of Chicago Show 
tonnage recently. During World | tion, Whether the po sing! \for,” said Mr. Rhodes, “unless! Printing Co. parent company of 
on og oduction is sub- : 
collectively would impose quotas | Printing paper produc Mystik Adhesive. The company 
| stantially increased over any pres- also has advanced Bernard Lundy 


Pritchard Agency Adds One 
Blackburn Electronic Corp., Wy- 
oming, Pa., manufacturer of elec- 
tronics equipment, has named 
Pritchard, Daniels & Dreher, Ard- 
more, Pa. to handle its advertising. 


FASTER... 


complete mailings, multi- 
raphing, a 
ng, addressing, fill-in on 
monrennes letters, 
pence ing 
Marie keeps your Mail- 
ing List u Sg nese, _ 
from detail work. For rush pick-up. 
sick we be ond Ios Bet livery 


HARRY FEUER JR. has been named di- 
rector of advertising and marketing 

« “It's difficult to see how there|of Mystik Adhesive Products Co., 
will be enough paper to print all| Chicago. He continues as market- 


‘at: teenies Lala Shap go 5, ui.) 


ity ‘Would Take a . Mighty 
ms YARDSTICK... 


to measure the height of the 
tail structure of the fabulous 
B-52. And they don’t make 
yardsticks big enough to meas- 
ure the astounding growth of 


HUB OF THE RICH CENTRAL 
KANSAS MARKET! 


... but there is a yardstick big 
enough to measure 


ma Kansas communities. That 
memistick is the PEOPLE, with 
mm repeated audience sur- 
show this CBS basic sta- 
BMEASURES UP as NUM- 
DNE in the market. 


BASIC 
Represented Nationally by H-R Television, Inc. 
KTVH, pioneer station in rich Central Kansas, serves more than 14 important 


communities besides Wichita. Main office and studios in Hutchinson; office 
and studio in Wichita (Hote! Lassen). Howard O. Peterson, General Manager. 


WATTS ces 


s Some newsprint mills have cut 
back on deliveries to customers) 
because of shortages as a tempo-| 
rary expedient, but so far as could | 
be learned no book paper mills 
have done so. 

Several book paper mills are un- 
derstood to be converting some of | 
their machinery to the manufac- 
ture of special types of industrial 
papers, which are reportedly more | 
profitable than book paper. This 
practice is said to be growing, but 
it is next to impossible to get con-| 
firmation from the mills. It will 
be some time before production 


statistics of industrial type papers | 


and book papers can be compared 
for analysis. 
Mills can make more of certain 


Pr seems merely a remote possibility 
ito experienced New York paper |ent Serecet of magieine «paper 
men. 


producers.” 

At the same meeting, Dr. Leo 
—— associate research direc- 

, McCann-Erickson, said, “Cir- 

|culation of ABC magazines will 
icontinue to grow at a somewhat 
slower rate for the next few years, 
land then at an increasing rate as 
the initial effects of television wear 
|off in the newer tv homes.” 
As to advertising volume, Dr. 
Bogart then predicted, “Magazines 
| will carry more pages of advertis- 
ing than. before simply because 
there are just a limited number of 
|media to serve more and more 
| advertisers.” 
| 
|= Current reports show that mill 
capacity of paper and paperboard 
will grow from the current 30,800,- 
000 tons annually to 36,600,000 tons 


types of industrial papers per hour | by the end of 1958. The largest ex- 
per machine than they can book|pansion is expected in container- 
papers and can yet a higher mar-| board and box-board, with an ad- 
gin of profit in some cases, paper | ditional capacity of 1,200,000 tons. 
men say. How extensive this trend | Newsprint capacity will grow near- 
is nobody really knows, but local|ly 2,000,000 tons. Less than 1,000,- 


market observers do not believe it, 
has reached, or is likely to reach, 
alarming proportions. 


® Reporting for the paper commit- 
tee at the May meeting of the 
Magazine Publishers Assn., Chair- 


man Kent Rhodes, of Reader’s Di-| 


gest, commented on the supply sit- 
uation. “The production of these 


(book and groundwood) mills in-. 


creased from about 3,600,000 tons 


000 tons is planned for book paper. 

Increased costs of all kinds have 
publishers sorely pressed to con- 
tinue to show a profit. The costs 
involve hikes in paper prices, ris- 
ing mechanical charges, increased 
salaries paid to editorial, sales and 
clerical employes, and general 
‘overhead increases. 

In fact, the squeeze has pushed 
magazine publishers’ net profits; 
down to a new low of 2.6% in 1955, | 


to advertising supervisor. 


been conducted since 1935. Ten 
years ago, the survey showed a net 
profit of 8.3%. 


® Paper costs, related to total rev- 
enue in the 10-year period between 
1946 and 1955, moved from 20.8% 
to 25.1%, with dollar volume mov- 
ing from $93,613,000 to $188,283,- 
000. Tonnage of paper used in the 
same period moved from 719,705 to 
| 981,648. The MPA survey showed 
that most publishers spend more 
money for paper than any other 
single item of expense. 

Of all the rising cost factors, the 
price of paper seems to be the 
most unpredictable. The reason is 
that most publishers purchase pa- 
per at the market price, not on a 
contract basis. This makes them 
fair game for a price hike any time 
the supplier sees fit to announce 
one. Those publishers who buy on 
contract enjoy a little more stabil- 
ity and can count on a price re- 
maining the same until the end of 
the contract period. 


# Fred L. Steinhoff, vp of Indus- 
trial Publications, says his com- 
pany has had six paper price in- 
creases in the past two years. The 
amounts varied from 25¢ to 70¢ 
and the average, says Mr. Steinhoff, 
was about 5% per hundredweight. 

Mr. Steinhoff’s chief complaint is 
that the frequency of price in- 
creases has stepped up considera- 


in 1954 to almost 3,900,000 tons in according to an MPA survey that’s|bly in the past couple of years, 


At last! A “pressure sensitive’ decal sign that 


is applied in seconds without 


adheres with the same permanence and dur- 
ability of a standard decal sign . . 
first trying PRESTO-CALS report, 


love them!" 


Extra heavy duty for outside weather and wear .. 
does not interfere with window washing! After set- 
ting (approx. 24 hrs.), the PRESTO-CAL can not be 
easily removed by children, storekeepers or com- 
petitive salesmen as ordinary paper 


sensitives’’. 


water — yet 


. advertisers ’ 
“Our salesmen 


“pressure 


» Chicaga - Cleve 


s is lt principal cities 


SAMPLES 
ON YOUR LETTERHEAD, 


WATERLESS DECAL SIGN 
by eanceseste MDECAL 


AND 
PLEASE. 


Advertising Age, July 9, 1956 
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making it increasingly difficult to 
adjust space rates to include the 
added costs. 

“We have to hold our rates at 
least a year,” he said, “and we try 
to announce them six months in 
advance of the increase. This 
means that we’re as much as 18 
months behind a paper price in- 
crease. Our most recent rate card, 
for example, was issued 10 days 
before paper prices went up again.” 


@ Mr. Steinhoff thinks the paper 
mills could “use a little more con- 
sideration” of publishers in their 
planning and try to anticipate price 
hikes. Said he, “We can anticipate 
printing increases because we're 
familiar with labor contracts and 
we can plan for some other pro- 
duction cost rises, but we can’t do 
anything about paper mills. I think 
1957 will see the biggest increases 
yet in the cost of book paper.” 

R. C. Jaenke, Penton Publishing 
Co. vp, says he’s no more con- 
cerned about paper prices now 
than he has been in the past. He 
says that after 30-odd years in the 
publishing business he’s learned to 
live with the problem. 

Penton has had “two or three” 
price increases in the past year 
and they’ve been about 50¢ to 
75¢ each time. “Delivery,” says 
Mr. Jaenke, “is another thing. This 
worries me more than paper pric- 
es.” 


a J. A. Foxworthy, executive vp of 
Domestic Engineering, agrees that 
prices play second fiddle to avail- 


“Time makes a significant point of 
saying that the new rate reflects 
increased production and editorial 
costs as well as increased circula- 
tion.” 

Other publishing costs are on 
the rise too, report all the publish- 
ers checked by AA. Mechanical 
costs are expected to be up about 
5% by early fall. All publishers 
said they’re paying more this year 
than last for less competent cleri- 
cal help, and many have increased 
the salaries of old employes to 
keep them satisfied. 

Salaries are estimated to be up 
10% to 15% over this time last year 
and the office worker market in 
New York, Chicago and some other 
cities was described as “tight.” 


Baash-Ross Names Fuex A.M. 


in the Evansville 16-county Market .. . 


S. Gerald Fuex has been named 
manager of advertising and sales 
promotion of Baash-Ross Tool Co., | 
Houston, a division of Joy Mfg. Co. | 
Mr. Fuex formerly was director of 
advertising and public relations of | 
Trans-Texas Airways. 


There is NO Substitute For These Newspapers 


THE SUNDAY 


cout 


ress 


Represented Neionaily by General Advertising Dept. Scripps-Howard Newspapers 


=< 
aes .. 


- front page 


ajonth two gigantic 


Vy Million 


wave of 


“Many orders 
from new accounts... 
the result of 


“At the last Chicago market,” writes Kay Lambeth, 
President of Erwin-Lambeth Inc., “customer after € 
customer said our program with House BEauTIFUL was % 
outstanding ... Hous— BEauTIFUL is an excellent 
advertising medium for our product. Our personnel 
feels very strongly that the follow-through of 


ability of paper. His company had 
a recent price increase of 15% and 
Mr. Foxworthy says that publish- 
ing costs, generally, are up 12% to 
15% this year. 

There’s no cause for alarm, says 
Ewing Graham, vp of Putman 
Publishing Co. “I think publishers 


House Beautiful 
advertising” 


must simply learn to set their rates 
high enough to absorb these price 
increases. Price increases must be 
anticipated just as we plan for any 
other cost rise.” 


@ Many publishers have jacked up 
their space rates solely, or at least 
mainly, because of higher paper 
and other production costs. Since 
January, Farm Journal, Redbook, 
Family Circle, Argosy and Coronet 
are among the magazines that have 
boosted rates from 3% to 8% with- 
out any increase in circulation 
guarantees. 

The July issue of the Gallagher 
report says that magazines show 
signs of increasing advertising 
rates “but without lavish promises 
of related circulation increases.” 

During the first quarter of 1956, 
the report says, 192 business mag- 
azines listed in Standard Rate & 
Data increased page rates an aver- 
age of 17.3%. In the same period, 
71 consumer magazines boosted 
page rates an average of 15.5%. 
Many of these rate increases were 
not accompanied by circulation in- 
creases. 

The report also comments that 
Time announced a rate increase of 
8.5% with a circulation rise of 5%. 
“Even at that,” says the report, 


IN HAVERHILL, MASS. 
IT’S THE GAZETTE 


George McLaughlin, 

Advertising Manager 

of the GAZETTE 

gives you these facts: 

1-— Retail Salesx— 
$51,926,000 2 new 
high. 

2—Food Sales— 
$17,885,000 a new 
high. 

3— World Shoe 
making center. 

4—Western Electric Co., Mfg. Center. 


G. Mclaughlin 


GAZETTE. 
NEED WE SAY MORE? 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. mointains aaa 


n oll onndinnl odvertidine cane 


Advertising Age, July 9, 1956 


House BeauTiFut Magazine for their clients 1s second to 


none among all consumer magazines.” 


It’s a big advertising plus when you can sell dealers at the 
same time you sell your best consumer prospects. 


House BeauTiFUut sells both sides of the counter: more 
than 650,000 upper-income Pace Setter families (with 


5.2 readers per copy: 3%4-million men and women 
readers), including 55,000 subscribers actively engaged 


in the retail and building trades. 


Make sure your salesmen have the advantage of 
House BeautiFut’s double-selling help. Contact our 


representative today. House BEAUTIFUL Magazine, 
572 Madison Avenue, New York 22, N. Y 


Kay Lambeth photographed in Erwin-Lambeth’s New York showroom 


~ 
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| and studio in Wichita (Hote! Lassen). Howard O. Peterson, General Manager. | 


You Ought to Know - « GuyS. Warren|| 


Guy S. Warren Jr., exec vp of 
D. P. Brother & Co., definitely 
isn’t the dynamic, orotund type 
frequently associated with the ad-| 
vertising profession. This may be) 
= Mr. Warren is a psycholo- | 

t 

But his achievement of rising, 
in 17 years, from copy boy to a. 
key executive position in one of 
the country’s larger agencies rep- 
resents a more vivid story than) 
‘this quiet, almost shy, man would 
ever recount on his own. 

Now 38, scholarly in appearance 
and demeanor, Mr. 
graduated in psychology, with 
highest honors, at Princeton Uni- 
versity in 1939. Princeton award- 
ed him a fellowship to continue 
his studies. 

But, in a typically Warrenesque 


decision, he chose to apply his) 


In CANADA 
31% of the sales made 
ia retail stores are 


made to Families reading 


THE STAR WEEKLY 
ask for information 
Nationally Represented vy 


WARD-GRIFFITH CO. 
meingeins offices 


na centers 


The. Ward- -GrittuisEo? 
in all principal a 


erty 


Warren was! 


petapned to advertising. In tne! I 
same year, he started as a copy | § 
boy for D. P. Brother & Co. The 
jagency then was becoming estab- | 
\lished with a variety of General) 
Motors accounts, including Olds-| 
| mobile. He's never regretted that | 
|decision, he says. 


|@ Successively he rose to copy=| 
| writer, head of the radio-tv de-| 
|partment, then account executive | 
on the Oldsmobile account, before 
moving last year into the exec vp’s| 
chair, just behind D. P. Brother, 
founder and president of the agen-| 
cy. 

To Guy Warren, advertising is a 

scientific profession that still is} 
far below its potential. He believes | 
there still is room for more applied 
psychology in advertising and mer- | 
chandising. 
| “Sure, psychology is a living 
|thing in advertising,” says Mr. 
| Warren. “How else can we fully 
|appreciate the consumer—his at- 
| titudes and buying motivations?” 
| Mr. Warren’s own personal 
| psychology revolves around a con- 
\stant struggle to be more objec- 
tive. “We occasionally must stand 
'back and see just what we are 
'trying to do,” he explained. “We 
'must seek more intelligent, pro- 
| fessional and forceful ways of do- 
jing it.” 


‘s A stickler for teamwork, Mr. 
Warren declines personal credit 
| for various achievements and suc- 
|cesses of the agency. Among these 
have been the use of Broadway- 


style musicals to introduce new 
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“The whole human race will have to be overhauled before man’s ego is altered substantially.” 


|in the work on the accounts of,more professional and scientific 
While head of the tv depart-|eight GM divisions—Oldsmobile,| techniques in advertising. 

ment, Mr. Warren saw the grow-|AC spark plug, Harrison radiator,| ‘More astute methods are being 

ing importance of showmanship in | Rochester products, Saginaw steer-|used in advertising to deliver a 

the advertising field. “Showman- jing, Hyatt roller bearing, Guide|more effective, more truthful and 

ship” has grown to be a D. P.|lamp and New Departure.) | more penetrating message,” he 


Brother trademark, and the Olds- | 
$X10 GLOSSIES 


mobile announcement shows have |» The greatest advance in adver- | 
FOR NEWS RELEASE 


Oldsmobile models to dealers. 


been widely discussed and much tising since he entered the field, 
imitated in the industry. | Mr. Warren believes, has been) 

As for tv, Mr. Warren says: “It | better understanding of the con-| 
is very easy to over-emphasize | sumer—his desires and motiva- 


television—to be carried away | tions. PUBLICITY ¢ PROMOTIO 
with it. | “Basically, the consumer hasn't | HE 

But, certainly, television has a | changed, and won't,” reasons Mr. ¥ t B4 4 
definite place in selling goods, no| Warren. “The basic human appeal | . a Sx 7 A 


matter what size the package.” 
(Mr. Warren plays an active part 


is the ego motive, and the whole) 
human race will have to be over-| 
| hauled before man’s ego is altered 


62,000 HOMES 


COUNTIES 


New York General Advertising Office, 18 East 41st Street, New York 17—James J. Todd, Mer. 


SUBURBAN NORTH JERSEY 

ONE NEWSPAPER REACHES MORE THAN 

IN BERGEN AND PASSAIC 
WHERE HOUSEHOLDS AVERAGE 
OVER $7,000 IN SPENDABLE INCOME 


THE HERALD-NEWS 


of PASSAIC-CLIFTON, N. J. 


| substantially.” 

This philosophy underlies War- 
ren’s thinking in advertising—es- | ° 
pecially advertising of automobiles. 

He won't take sides in the stand- 
ing argument over whether the 
man or wife wields greater influ- | 
ence in the purchase of the family | 
car. 

“While we never ‘underestimate 
the power of a woman,’ we try to 
appeal to the family as a unit— 
to each member individually and 
yet the family collectively,” he 
Says. 

a “I’m inclined toward the emo- 
{tional approach in dealing with 
the public, and to the use of 
advertising symbols to create a 
product personality that appeals to 
the customer’s emotions.” He list- 
'ed as examples the Rocket in Olds- 
|mobile advertising, Sparky, the | 
/AC spark plug horse, and the S-| 
jcurve for Saginaw Steering. 

| Mr. Warren has contributed to 
‘what he calls the development of | 


and uses of glossy photos for ad- 
vertising and publicity. pEepT. 8 


SUperior 77-8268 
119 W. Hubbard St., Chicago 10, tli. 


MEREDITH Zadeoo aud Tdheisoon STATIONS 
affiliated with Beller Homes and hardens and Successful Forming magazines 


_ KANSAS CITY 


.- SYRACUS 


w 


620 kc. 


a ; -i: 2 
-* ee 


Represented by KATZ AGENCY INC. 


Pg es head 
4, a t 


PHOENIX “3 


KK K a 


Channel 8 
JOHN BLAIR & CO. 


BLAIR TV, INC. 
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“Sure, psychology is a living thing in advertising.” 


said. “This includes more and bet- 
ter use of research and the appli- 
cation of psychology to the moti- 
vations of the buyer. 

“Advertising must be finely 
tuned to the changing political and | 
economic tides—the factors of) 
timeliness. But advertising must | 
also be tuned to the age-old ego | 
appeals and basic human motives.” 


® In addition to psychology, cul 
are other fields in which Mr. War-| 
ren has strong opinions. For ex- 
ample, the matter of misleading 
advertising copy. 

“The temptation to overstate 
yourself to the point of misleading 
the public is great,” he explains. 
“But advertising people owe it to} 
themselves, to their professional | 
standards and to the industry to 
avoid this. Those who don’t are 
asking for trouble. Real trouble.” | 

Mr. Warren also takes sharp is- 
sue with those who contend adver- | 
tising has never made a sale. 

“You have only to look at direct | 
mail advertising for your answer | 
to that one,” he says. 

“But advertising is more than) 
just a sales tool. In the hands of 
professionals, it can be a powerful 
force for establishing and re-es- 
tablishing the accepted social | 
norms of our civilization.” 

A native of Louisville, Ky., Mr. 
Warren is married and the father | 
of three. The family resides in the | 
Detroit suburb of Bloomfield Hills. | 
ABC Radio Attracts 
New Daytime Sponsors 

ABC Radio, New York, has 
signed four new sponsors for its 
morning shows. The “Breakfast 
Club” got most of the business. 

Admiral Corp. (Henri, Hurst & 
McDonald) bought July participa- 
tions on the “Club” to advertise its 
tv sets. Thomas J. Lipton Inc. 
(Young & Rubicam) and Magla 
Products (Edward Lieb Agency) 
will join this show’s list of adver- 
tisers in September. Slenderella 
International (Management Asso- 
ciates of Connecticut) bought seg- 
ments of “When a Girl Marries” 
starting in August. 


Cole-Finder, Agency Part 

Cole-Finder Inc., Chicago Mer- 
cury dealer, and Rocklin Irving & 
Associates are parting company 
July 9 following dismissal of a 
grand jury indictment which 
charged them with misleading and 
deceptive advertising and con- 
spiracy to injure public trade (AA, 
June 25). The account reportedly 
bills more than $500,000. 


LYNCHBURG 


VIRGINIA 


A Metropolitan Market as defined 
by Sales Management, the City of 
Lynchburg’s 1954 per capita retail 
sales ($1,478) were 82% higher 
than the U. S. average. 

ONLY the NEWS-ADVANCE cov- 
ers this basic Virginia market. 
ADVERTISE IN LYNCHBURG—GET OUR MARKET FOLDER 

Nationally Represented by 


WARD-GRIFFITH CO. 
The Word- Griffith Co. maintains offices 


' q centers 


n all principal adver 
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Hollings for Tycora yarns. Miss ‘Hollings, | Corp., will coordinate retail mer- 
idelphia, | formerly retail merchandise man-|chandising promotions for manu- 
s to the | ager of the decorative textile divi- | facturers licensed to use Tycora in 
rdinator | sion of Owens-Corning Fiberglas | sweaters and hosiery. 


“4 a ne National Bank Building 


THIS IS JIM LAUGHRIDGE — (Another W-G Salesman) 


James H. “Jim” Laughridge, manager of our Charlotte office, is another of our 
many salesmen who obtained their early experience working on a newspaper. Jim 
came to us from the Salisbury, N. C., Post where for three years he worked retail 
and general accounts. Most of that time was spent in food lines. Jim is a grand 
fellow who has the “know how” to Po th business. Jim, or any of our salesmen, 
will be glad to give you all the help in their power. Newspaper advertising gets 
results. Advertise in newspapers. 


Please note individual advertisements of our newspapers throughout this issve. 


DAILY NEWSPAPER REPRESENTATIVES 


Park Lewages PER io vnc cacveveicsssveves ! 
Wrigiey B _ Rone oe 
Genera! Motors Building. - 
Statler Office Building...... 
Fulton National Bank Building 

318 Addison Building.......... 

RS Dens odo eidnbagesncenaresce 


‘ WARD-GRIFFITH CO. 


U.S. National Bank Building.................. 


vy wi ae 
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en ees 
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A National Record! 
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Of all the awards won by WCCO Radio in its 
31 years of broadcasting (and there’ve been dozens 
ranging from Peabody to what-have-you), none 
means so much to the advertiser as the 

latest from our listeners. It’s a 56.1 per cent share 
of audience, which stands as a national record. 
That’s the oer share captured by any 
station in Bectennalt of 27 major markets currently 
by the A. C. Nielsen Company! 


More People Listen to WCCO Radio Than All 


Other Minneapolis-St. Paul Stations Combined! 
WCCO Radio....... . 56.1% 
StationB..... wees 9.3% 
ee 8.2% 
OE | 
OS rie - | 
Six other stations... . .. W7% 


Nielsen, March 1956, total ation 
audience, total day, seven-day week. 


WCCO Radio 


The Northwest's 50,000 Watt Giant 
Minneapolis + St. Paul 
Represented by CBS Radio Spot Sales 
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Ailanta Adclub Elects 
The Atlanta Advertising 
has elected as its president Clay-| 


Represented by KATZ AGENCY INC. 


JOHN BLAIR & CO. BLAIR tV, INC. 


cw» S80 Finds Split Run Ads Succeed, 


ton J. Cosse, president of the Dora-| ° * 
Ciavion Agency, Omer new ott BUL Mechanics Is Complicated 


cers are Calvin G. Voorhis, D’Arcy 
Advertising Co., ist vp; Harry G. | 
Backer, manager, public relations | how Esso Standard Oil Co. and 
department, General Electric Co., four national magazines have been 
2nd vp, and Mrs. Peggy Baker, ad- | conducting an experiment in split- 
vertising manager, Ivan Allen Co., |run advertising since last Novem- 


New Yor, July 3—Details of | 


secretary-treasurer. 


NORTH CAROLINA 
New Bern is the buying eenter of 
Craven County’s— 
$65,740,000 

effective buying income. 
The Sun-Journal, New Bern’s only 
newspaper will cooperate in build- 
ing sales for you. 


REQUEST MORE FACTS—ADVERTISE IN NEW BERN 
Nationally Represeuted by 


WARD-GRIFFITH CO. 
The WardyGriffinh Co, maintayrs offices 


n a'V ariccinal centers 


|ber have been released to AA by 
the company. 

Esso has been using color ads 
regionally on a split-run basis in 
Fortune, Look, The Saturday Eve- 
ning Post and Time. Largely insti- 
tutional in character, the campaign 
is supplemented on a non-split-run 
basis with color ads in 13 Sunday 
supplements and with b&w ads in 
35 Sunday newspapers. 

Whether split-run ads in nation- 
al magazines of large circulation 
will develop a trend depends upon 
a number of factors. While from 
Esso’s point of view the test has 
|been highly successful, the national 
|magazines involved still regard 


this as an experiment and are 
carefully watching the production 
and distribution problems in- 
volved. 


® Both agency and media men 
agree that advertisers with special 
problems, such as distillers, food 
companies, and other oil compa- 
nies, may find it worth while to use 
split-runs in national magazines on 
a regional basis despite the extra 
cost. But, if a substantial number 
of advertisers demand split-runs, 
publishers will probably be forced 
to revise their rate cards to cover 
the increased mechanical and dis- 
tribution costs involved. 
Currently, few large circulation 
national magazines accept split- 
runs. The Magazine Advertising 
Bureau reports only six that accept 
split-runs for national editions and 
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COOPERATION—These split-run color pages for Esso Standard Oil Co. 

and Enjay Co., a petrochemical marketer and an affiliate of Standard 

Oil Co. (N.J.), appeared in Fortune, Look, The Saturday Evening 

Post and Time. The campaign is Esso’s first use of split-run adver- 

tising in national magazines and Enjay’s first use of consumer ad- 

vertising. McCann-Erickson, agency for both companies, arranged 
all details for the split-run ads. 
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Why Let Your Printing Be Drab? 
a 


colored ink on colored paper. Picture, for example, pink 


stock like the 


3 same grade. 


background of this ad, printed with deep-red 


or deep blue ink. < 
- Calored inks cost only a little more than black ink. Colored 
‘papers cost only a little more than white papers of the 


__ & wide range of beautiful clear colors is available in Buckeye 
' » Cover, Beckett Cover, Beckett Text, Tweed Text, Beckett 
» . OfSnet and Beckett Vellum. We shall be pleased to submit 


Makere also 


\y: THE BECKETT PAPER COMPANY — 


| Beekett Hi-White and Beckett Brilliant Opaque. 


color swatches of any or all these grades on request. . 


# 


= 
HAMILTON, OHIO J 
of the world's whitest white papers— __ 


eight others for sectional editions. 
The former include Breeders’ Ga- 
zette, Family Circle, Farm Journal, 
Grit, Science & Mechanics and 
Town Journal. Split-runs are ob- 
tainable in sectional editions of 
Everywoman’s Magazine, Farm & 
Ranch, Parents’ Magazine, Pro- 
gressive Farmer, Sunset Magazine, 
The New Yorker, Western Family 
and Woman’s Day. 


® The cost of split-run varies, 
and depends on what has to be 
done in the press room, the bind- 
ery, and in handling. Postage cost 
is necessarily higher because, as 
the Magazine Publishers Assn. 
points out, second class postal reg- 
ulations stipulate that all copies of 
an issue mailed under that privi- 
lege must be uniform. A higher 
rate must be paid on copies that 
differ. 

In Esso’s case, it pays the reg- 
ular 13-time rate plus whatever 
additional actual costs are in- 
curred by each publication for 
changing plates on the presses, for 
special handling of signatures in 
the bindery, and for special han- 
dling of issues in distribution. 


® Enjay Co., a petrochemical mar- 
keter, shares the split-run arrange- 
ment with Esso. Enjay has been 
operating for 36 years, but this is 
the first time it has done extensive 
consumer advertising. 

Copy, artwork and placement 
for ads for both companies are 
handled by McCann-Erickson but 
by two different groups within the 
agency. 

The objectives of each company 
are different. In the case of Esso, 
the primary purpose of this partic- 
ular program is not so much the 
immediate sale of products as it 
is to build an image with the pub- 
lic of leadership in research. In the 
case of Enjay, it is using consumer 
advertising to help establish its 
brand name in people’s minds. 


® The idea for the Esso research 
program originated in the spring 
of 1955 as a result of a survey re- 
garding public identification of re- 
search by leading companies. The 
Esso oval took first place among 
oil companies, and ranked fourth 
or fifth among companies in all 
categories. But the average person 
interviewed couldn’t be specific 
about research contributions to 
everyday living. Many did not 
know that Esso pioneered a great 
many developments from petro- 
leum in addition to gasoline and 
oil improvements. 

As a result of that survey, Esso 
wanted to capitalize in its corpo- 
rate advertising on the potentials 
indicated in the survey by building 
a solid research platform from 
which future product advertising 
could be launched. 


ogo aGann 


® Magazines seemed an ideal me- 


dium for the messages which Esso 
wished to present. However, since 
Esso operates in only 18 states in 
the East and South, the use of na- 
tional magazines had always been 
difficult to justify on an economic 
basis because some 50% of the 
circulation would be considered 
waste. Nevertheless, at this point 
McCann-Erickson began to explore 
the possibility of split-runs with 
large circulation magazines. Most 
indicated a desire to work some- 


CC, ‘Time’ Will Give 
Split-Run Service 


New York, July 3—Both Crow- 
ell-Collier and Time are now in 
the split-run business. 

C-C advertisers select one issue 
and provide ads of identical size 
for two different products. Premi- 
ums run $480 for b&w, $960 for two 
colors and $1,800 for four colors. 
One ad will appear in eastern U. S. 
copies of the magazine selected, 
while the other appears in copies 
distributed in 11 western states 
and Canada. 

Time, which points out the split 
run is not offered on its rate cards, 
says it is “not offering the split 
run; it is simply an accommoda- 
tion to advertisers.” In the one in- 
stance the split has been used, it 
was by Esso, which “is enjoined 
frcm advertising nationally.” 

Time is limiting the split run to 
one advertiser an issue who take 
a four-color page on a four-week 
cycle. The premium involves $500 
for each Time bindery affected by 
the split. Time uses plants in Chi- 
‘cago, Philadelphia and Los An- 
geles. 


| thing out. Next problem was who 
would sponsor the circulation of 
each advertisement outside the Es- 
'so marketing area. McCann ap- 
preached Enjay, realizing that 
some of their important markets 
are in the middle and Far West. 
Although Enjay is an industrial 
| marketer, it was thought that con- 
|sumer magazines could be effec- 
tive in establishing Enjay’s name 
with buyers of industrial products 
such as butyl rubber. Enjay had 
been considering consumer adver- 
tising, and the agreement to share 


PATERSON 


NEW JERSEY 
3rd City in New Jersey Covered With 
THE PATERSON CALL - 


In 1955 the Morning Call carried more 
than 5,920,000 lines of local advertis- 
i Department Stores and national 


| experience, t 
| read and are influenced by their ad- 
| vertising in the Call. 
REQUEST MORE FACTS—ADVERTISE IN THE CALL 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Word-Griffith Co maintains offices 
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Advertising Age, July 9, 1956 


the split run was worked out in 
relatively short time. 


® At the outset of the program, 
the magazines handling the split- 
run ads experienced trouble. Print 
orders differ with each issue; sig- 
natures containing the ads have to 
be kept separate and collated dif- 
ferently in the bindery; shipping 
instructions for both subscription 
and newsstand copies have to be 
prepared in advance for different 
areas. Besides painstaking pre- 
paration in advance of printing, 
probably the most helpful thing 
was the use of different color 
wrappers on copies to assure prop- 
er distribution. 

Esso says it has had excellent 
readership of the ads it has run, 
and has enjoyed good Starch re- 
ports. It plans to continue the se- 
ries through the remainder of 1956. 

It is also exploring the possibili- 
ty of split-runs with a number of 
business papers. If arranged, Esso 
ads in business papers will be 
strictly product advertising. The 
current campaign is regarded by 
the company as essentially con- 


ee ae 


PACE DOES IT—The 
fir‘ car card ina 
nei campaign. for 
Wi..ston cigarets 
is put in a com- 
mt ‘er train by F. 
Le\loyne Page, 
president of 
Transpor- 
tation Displays 
Inc., New York. 
William Esty Co. 
is agency for 
Winston. 


Stamp Club Offers Ad Award philatelic products, services or 

The 4-State Federation of Stamp*auses. Ads appearing between 
Clubs is sponsoring an annualOct. 1, 1955, and Aug. 30 will be 
award for the best national adver-eligible. Entries should be sent to 
tisement using postage stamps as athe National Advertising Awards 
theme. The award will be givenCommittee, P. O. Box 464, North 
for the most effective use of phila-Little Rock, Ark., before Sept. 15, 
telic themes in advertising non-the closing date. 


Fain Joins LeTourneau 

Stan Fain, formerly assistant ad- 
vertising manager of American Air 
Filter Co., Louisville, has been 
appointed to the new position of 
advertising supervisor of R. G. Le- 
Tourneau Inc., Longview, Tex. 


AWD ILLUSTRATIONS @ 
° \RI FOR PAST LAYOUTS 
There's nothing like rhe month!y Clipper for 
fast layout in emergencies. BIG NAME firms 
that you know depend on the Clipper for Clip- 
Art. Free sample. No obligation. Address 


MULTI-AD SERVICES, INC. 


Box S00 Peoria. ilinois 


NATION 5 LARGEST TRADE TERRITORY 


TWO Separate Newspapers + 30° Line BUYS BOTH! 


1956 
MARKET DATA 
NOW AVAILABLE 
Write for your free copy 


Che Bi Fuss Gis 


RA ORPEMDEN EWS? APER 
MORNING AM SUNDAY 


El Paso Herald-Post. 


sumer advertising. 


Sylvania Exec Sees 
Record TV Set Sales 
Now. Decline in ‘57 


BurraLto, July 3—The televi- 
sion industry this year will produce 
and sell a record volume of b&w 
and color sets, while next year 
over-all tv set production and sales 
will decline slightly from 1956, 
Don G. Mitchell, president and 
chairman of Sylvania Electric 
Products, forecast last week. 

Mr. Mitchell addressed the open- 
ing meeting of the annual conven- 
tion of Sylvania’s radio and tv dis- 
tributors. 

“After an understandably slow 
start, as is the case in any new 
technological development, color 
tv is definitely on the way,” he 
declared. 


s He added, however, that it will 
be “some time before color sets 
will be marketed in relatively large 
quantities and it will be four or 
five years before color set sales 
catch up with black and white 
sales.” 

He said price is still the big fac- 
tor in the growth of color set sales. 

The Sylvania executive forecast 
that the tv industry this year will 
sell 7,300,000 b&w sets and 200,000 
color sets, against 7,400,000 sets of 
both types sold last year. 

In 1957, Mr. Mitchell predicted, 
b&w set sales will fall to about 
6,700,000 units and color set sales 
will climb to more than 750,000 
sets. 


Meredith Publishes 
‘BH&G Decoration Book’ 

Meredith Publishing Co., Des 
Moines, Ia., has published its new- 
est book, the “Better Homes & 
Gardens Decorating Book.” The 
432-page book, which also may be 
used as a Sales training aid for re- 
tail sales people, has ring-binding 
and tab-indexing. It sells for $5.95 
retail. A retailer’s price is avail- 
able. 

A display, which introduced the 
book at the international home 
furnishings market in Chicago, is 
available, on request, for use in 
stores. 


ROCKY MOUNT 


Business Is Better Than Ever .. . in 
NORTH CAROLINA 
oer ee ee eeies Se nese. 


Per Family Food Saies........ 

Per Familip Drug Sales........ 1 
One of the nine largest cities in the State. 
Sell in this rich market through advertising 
in one medium offering complete coverage. 


GRAM 
Evening and Sunday 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintain ‘ 


New and Improved Facilities— 


to Deliver the Goods Even Better 


Despite our move to larger offices just several years ago, meeting the mushrooming re- 


quirements of station representation has made this further expansion necessary. 


It’s symbolic of what is happening to the representation of radio and television stations, 
which is fast entering a new era of specialized services. It is as radically different from 


what it used to be as the industrial techniques of today are to man working alone. 


It is only logical that the Petry Company pioneered this new era. We were present at 
the birth of National Spot Radio—as the first exclusive national station representative. 
National Spot was chaotic at the time. The Petry Company pioneered in transforming 
the chaos into the great medium National Spot Advertising is today. 
So, in addition to welcoming the increased space and more comfortable working conditions, 
we hope our move will be another important stride forward toward making National Spot 
° Advertising even a more powerful medium than it is today. 


EDWARD PETRY & CO., inc. 


THE ORIGINAL STATION REPRESENTATIVE 
NEW YORK + CHICAGO + ATLANTA + DETROIT + LOS ANGELES + SAN FRANCISCO « ST. LOUIS 
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SALISBURY 


NORTH CAROLINA 
-NEWSPAPER 


Nothing Counts but Results 


Nationally Represented by 


WARD-GRIFFITH CO. 


The Word Grifffth Co. maintains offices 


Business Paper Success Story ... 


Harrison, N. J., July 3—An ad- 
vertising campaign based on re- 
search done by the agency’s public 
relations department is helping to 
sell the vitamin products turned 
out by Nopco Chemical Co. 

Gray & Rogers, which was 
tapped three years ago to handle 
the Nopco account, turned loose a 
group of pr staff members to un- 
cover the facts of life in the dairy 
and agricultural feed industries, 
fields in which Nopco wanted to 


Nopco Business Paper Ads Tell Why 
Livestock, Babies Need Vitamins 


boost its sales. 

The agency made this move in 
the belief that a case-history type 
of drive, securely anchored to fac- 
tual material from the dairy and 
feed fields, would do the trick for 
Nopco. In practice each man usu- 
ally has been accompanied by a 
copywriter and a photographer. 
Results to date: Good, factual copy 
and realistic photos, with zing. 

Originally named National Oil 
Products Co., Nopco Chemical has 


advertisers. 


1. 40-Second, 


1032 Carondelet St. 
New Orleans, La. 


8. Bookings may be 
direct by advertiser. 
9. Proof of showing, 
\ sent through U. S 


10. Production of 
a nation-wide 


mercial producer 


MOTION PICTURE ADVERTISING SERVICE CO., INC. 


3782 DRIVE-IN THEATRES 


1448 FIRST-RUN INDOOR THEATRES 


This is the Theatre Screen Advertising package recently purchased 
from MPA-New Orleans by a national advertiser for a special an- 
nouncement produced on dramatic NATURAL COLOR Eastman film. 
This commercial will appear seven days a week in America’s “cream- 
of-the-crop” motion picture theatres, reaching a captive audience of 
approximately 45 million people a week during the weeks that lie 
ahead. About 30 million of this captive audience will be between the 
ages of fifteen and forty-four, the spending years. 

This advertiser’s one minute natural color film commercial will be 
shown in most theatres with no more than three non-competitive 


A QUICK GUIDE FOR PLACING 
THEATRE SCREEN ADS 


60-Second, or 80-Second film commercials are 
standard length. Films in natural color are preferred. 


2. One theatre up to as many as sixteen thousand theatres 
may be used during a week. 


3. “A week” means a showing of the film commercial at each 
performance of the theatre for a full w 
days, Monday through the following 


4. First-run indoor theatres usually have 24 to 30 perform- 
ances during a week with a showing of the film commer- 


cials as a regular part of each performance during the 
full week. 


5. Drive-In theatres usually have 14 performances during a 
week with a showing of the film commercials as a regular 
part of each performance during the full week. 


6. The audience of a theatre for a week will 
of the theatre’s adult potential audience. 
tial averages about 75% of the population in the area 
served by the theatre. 


7. The cumulative audience, different people 
in succession will equal about 60% of the 
—— in succession 75% of the theatre’s pe- 


postal cards 


AWA, 


Qumran 


eek, usually seven 


during six weeks 
theatre’s potential; 


through advertising agency or 


by theatre owner and 
. Mail, are sapplied on request. 
and distribution of films to theatres on 


can be arranged with one film com- 
distributor as follows: 


ual about 30% 
e adult poten- 


70 E. 45th St. 
New York, N. Y. 


been operating for 50 years. Until 
20 years ago, most of its advertis- 
ing was behind the list of organic 
chemicals which constituted its 
line. 

Then came vitamin production 
from fish oils—and the conviction 
that food. reinforcement offered 


a useful and profitable market. 
lem in those days pointed up the 


the human diet, and the American 
Medical Assn. spoke out on the 
subject. 


= In spite of this, according to a 
company spokesman, it took per- 
sistent experimentation for several 
years more to overcome the reluc- 
tance of health authorities regard- 
ing adding anything at all to milk. 
Finally, it was established that 
the addition of Vitamin D concen- 
trate provided a desirable 400 
units or more to a child’s daily 
milk intake. In 1933, fortification, 
under proper safeguards, finally 
was permitted. 

Nopco went on from there—as 
its Vitex laboratories signs itself in 
its advertising: “Pioneer producer 
of a complete line of vitamin con- 
centrates for the dairy industry.” 
E. G. Ackerman, the company’s ad 
manager, is of the opinion that the 


Give ‘Em mux They can SELL! 
2 SURE-FIRE CUSTOMER APPEALS FOR SELLING 


MULTI-VITAMIN. MILK 


fl 


The existence of rickets as a prob- | 


WHEN IS A. 
SUPPLEMENT 
EXPENSIVE 7 
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need for additional Vitamin D in! ~ 


Bk ham on Me Re ton San 


FOR CHICK—Nopco Chemical Co. 
used this ad in Feedstuffs to pro- 
mote its vitamin-antibiotic-trace 
mineral chicken feed supplement. 


feed business, where both feed 
jobbers and Nopco’s own salesmen 
are on the job, case histories are 
used to show the value of Nopco- 
sol M-5 and other Nopco vitamin 
supplements in producing better 
and healthier broilers and live- 
stock. 

The full pages in color used in 
this campaign and in the milk-for- 
tification drive have caught the 
attention of the reader and gotten 
the idea across, with a resultant 
growth in sales. Coupons are re- 
turned in such numbers that the 
interest of the feed industry is 
evident. 

Nopco uses these business pa- 


} 
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its 
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fit 


FOR SALES—Nopco’s Vitex Labora- 
tories ad shown here emphasizes | 
the customer appeals in multi-vi-_| 
tamin milk. It appeared in Amer-| 
ican Milk Review, Milk Dealer,| 
Milk Plant Monthly, Southern | 
Dairy Products Journal and West- | 
ern Dairy Foods Review. | 
) 


(has been) 


ication. | 


whole dairy industry 
helped by vitamin 


® Nopco advertising has sold the| 
value of Vitamin D reinforcement 
to dairymen. It keeps on telling, 
and selling, them—to keep them 
reminded of the idea and to help 
them sell their own customers. One 
piece of copy reminds milk pro- 
ducers: - 

“Riekets in infants has been rare 
since’ 1933, when the Council on 
Foods and Nutrition organized a 
program to encourage the produc- 
tion and use of Vitamin D fortified 
milk. Today, because of that pro- 
gram, a high proportion of bottled 
milk and practically all evaporated 
milk are fortified. Infantile rickets 
would be prevalent in a short time 
if all preventive measures were 
suddenly abandoned. That is why 
the Council urges that the program 
be continued with unceasing vigor. 
“To-meet the standards set up 
by the Council in combating rick- 
ets, use Vitex Vitamin D concen- 
trate. The full resources of Vitex 
Laboratories are at your disposal 
to help you keep your vitamin D 
fortification on a profitable basis.” 
One dairy’s sales volume, ac- 
cording to another piece of Nopco 
copy, was “increased 1,500 quarts 
per route” by the introduction of 
multi-vitamin milk, sold at a 2¢ 
premium. 


= Similarly, in the agricultural 


pers, in the dual campaign: Agri- 
cultural Feeds, Commercial Re- 
view, Cooperative Poultryman, 


Grain Dealers’ Assn.-of lowa, Feed 
Age, Feed Bag, Feed Bag Red 
Book, Feedstuffs, Maryland Poul- 
try Directory, Nulaid News, Pacific 
S.W. Feed, Seed, Grain & Milling 
Directory, San Diego Poultry Jour- 
nal, Virginia Poultry Blue Book, 
Virginia Poultryman, Western 
Feed & Seed. Vitex Laboratories 
uses American Milk Review, Milk 
Dealer, Milk News Weekly, Milk 
Plant Monthly and Southern Dairy 
Products Journal. 


Pulse Adds Accounts; Names 
Ralph Pinto Art Director 

Pulse Advertising, New York, 
has been named to handle institu- 
tional advertising for Foster Re- 
frigerator Corp., Hudson, N. Y. 


|The company formerly placed its 


advertising direct. The agency also 
has been named to handle adver- 
tising for Eastern Precision Re- 
sistor Corp., Brooklyn, and its 
associated companies, Electronic 
Plastics Corp. and EPM Corp. 
Pulse, which recently moved to 
37 W. 39th St., has appointed 
Ralph Pinto, formerly with 
Doremus & Co., art director. 


PEORIA 


8rd In Buying Income 
Per Capita ...in the 
250 M to 400 M Group. 


Effectively Covered By 


JOURNAL STAR 
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ak: 
SELL 
“TEST & SELL ¢?@ORIiagS 
in *630 
PEORIAREA” 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in al! principal advertising centers 
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Singer Is Elated 
Over Sewing Fete 


New York, July 3—Singer Sew- 
ing Machine Co. last week re- 
vealed that it spent $500,000 
in sponsoring the sewing fashion 
festival at the New York Coliseum 
June 11-17—and successfully so. 

So delighted is the company with 
the outcome that plans are in the 
works to make the festival an an- 
nual affair. 

James C. Boldt, of Singer, pres- 
ident of the Sewing Fashion Fes- 
tival Corp., said that not only have 
many of the 30 exhibitors planned 
to sign up for next year’s proposed 
show but at least a dozen non-par- 
ticipants have indicated interest in 
exhibiting in 1957. 


® Singer, in outlining its budget 
for the show, said that half of it 
was devoted to advertising on the 
festival, principally carried in 
Life and Look, Singer’s “Four Star 
Playhouse” (CBS-TV) and a $50,- 
000 newspaper campaign. 

The other large slice of the 
budget was sunk into the highlight 
of the festival, the Grand Sew-Off, 
in which 33 women from the U.S. 
and Canada competed for $15,000 
in prizes. The women were 
finalists in regional competition 
earlier this year. Mrs. J. Floreine 
Doss, of Portland, Ore., won the 
title of the country’s No. 1 seam- 
stress by winning the $25,000 first 
prize. Nine other prizes awarded 
ranged from $10,000 to $500. 

With Singer as the show’s spon- 
sor, the exhibitors included fabric 
houses, pattern companies and 
accessory manufacturers, all of 
whom have a stake in encouraging 
home sewing. Attendance exceeded 
70,000. 


8 “The success of the 1956 festival 
was beyond the expectations of the 
most optimistic exhibitors. Already 
an exhibitors’ committee has been 
formed to plan an enlarged festival 
for next year,” according to Mr. 
Boldt. Plans are to hold the show 
some time in the spring at the 
Coliseum in New York, but the 
committee is already concerned 
with getting sufficient space to ac- 
commodate a materially expanded 
festival. 

J. P. Stevens & Co. was the only 


. dem 


A Uitte barn Week 
“= Praieem 


mie 8 Seek > 


HAPPY LITTLE PIGS—This animated display promotes savings accounts 
for Mercantile Trust Co., St. Louis. Looking at the display are three 


members of the savings department: Rose Mary Jung, C. L. Rich- 
ardson and Barbara Lamster. 


Cincinnati Club Elects 

William F. McCarthy, 
Picher Co., has been elected presi- 
dent of the Advertisggs’ Club of 
Cincinnati. Other officers for the 
year beginning July 1 are Bernard 
M. Krekeler, J. W. Ford Co., vp, 
and Myron Smith, secretary-treas- 
urer. 
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coae-|If’s a great feeling 


without losing one’s shirt. This 
is the object of our before-and- 
SAY P after booklet. Get it ... it’s free. 


WALA. aovertisine Treocrapny 
aie. c! O11 © MOhawk 4-6134 


BUDGET, TRY STOP MOTION 


Write us today for Sample Reel. 


© YOUR TV SPOTS REQUIRE EVE- 
CATCHING MOTION ON A CONSERVATIVE 


Much, much lower in cost than full animation (which 
we also do for the heavier budget), Stop Motion gives 
IMPACT to your TV sales message at LOW COST 


, CHICAGO, AL. 

; 1323 S. WABASH 
* * 

NEW YORK, N.Y. 

341 W. 44th &. 


major fabric house at this year’s 
exhibition. At least six will sign on 
for the 1957 show. 

The Singer agency is Young & | 
Rubicam. | 


Sylvania Advances Hughes 
Donald J. Hughes has been 
named advertising manager of the | 
electronic products sales depart- 
ment of Sylvania Electric Products 
Inc., New York. Mr. Hughes for- | 
merly was advertising and sales 
promotion supervisor for electronic | 


products. 


Pasternak Moves to ‘Dispatch’ | 

David Pasternak has been ap- 
pointed assistant circulation man- 
ager of the St. Louis Post-Dispatch. 
Fred J. Mueller has been named to 
succeed Mr. Pasternak as promo- 
tion manager of KSD and KSD- 
TV, St. Louis Post-Dispatch sta- 
tions. 


TORONTO, CANADA 


scree one tee 
Total ed Bp of Retal Sale 


TORONTO DAILY STAR 
—400,000 circulation (largest in 
Canada) 
—80% coverage of Toronto 


—50% coverage of 45 prosperous 
Ontario centers 
SEND FOR OUR COMPLETE DETAILED MARKET FACTS 
Magsonally Representa: © 


WARD-GRIFFITH CO. 


The Ward- Griffith Co. nointaing offices 


o!l principal adve 3 nters 
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Oklahoma City is one of the 


FASTESTY 
GROWING 


Markets in the U.S.! 


DKLAMOMA PUBLISHING courant _|8| = 
OKLAHOMA CITY TIMES 


"THE FARMER-STOCKIAM 
WT AIO s wnty 1S 


under constru 


its population 


More than 30 
new shopping centers 


have been added to Oklahoma City 
since World War II and more are 


ction and on the 


drawing boards. No wonder experts 
say that Oklahoma City is one of 
the five fastest growing cities in 

the nation. No wonder they predict 


will double by 1975! 


Growing shopping centers mean 


growing sales. 


Retail sales in 


Oklahoma City did 45 percent 


© more business 


in. the Census year 


of 1954 than 1948; the U.S. average 
was 32 percent. Food store sales 


jumped 66 pe 
average was 3 


recent; the U.S. 
5 percent. 


Are your sales keeping pace? Look 
toward Oklahoma City and the 


Southwest for 


sales gains. Insure 


your sales growth with advertising 


in these newspapers! 
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out in front... 
every month—six consecutive months 


WFIL-TV was rated Ist 


20.2% more than Station B 
156.8% more than Station C 


Monday thru Friday, 2:00-11:00 PM... . the heart of the TV day. 


A TRIANGLE STATION 


WFIL-TV 


PHILADELPHIA, PENNSYLVANIA 


CHANNEL & 


ABC-TV ¢¢ BLAIR-TV 


MORE PEOPLE WATCH CHANNEL 6 MORE OFTEN 
THAN ANY OTHER PHILADELPHIA TV STATION 
“American Research Bureau, December 1955-May 1956 average 


operated by: Radio and Television Div. / Triangle Publications, inc. / 46th & Market Sts., Philadelphia 39, Pa. 
9g 


WFIL-AM-+FM:TV, Philadelphia, Pa./ WNBF-AM>TV, Binghamton, N.Y./WHGB-AM, Harrisburg, Pa. /WEBG-AM:-TV, Altoona, Pa. 
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Picture the Evidence, Woolf Says 


Anti Rock ‘n’ Roll Group Urged 


Order Can Be Carried Too Far: Weiss 
Bedell] Offers Another Comparison 


Opinions expressed here are those of the writers, and not necessa-ily those of Advertising Age. Comments are always welcome. 


On the Merchandising Front... 


Good Merchandising vs. Good Housekeeping 


By E. B. Weiss 

Any number of mass outlets today are 
establishments; not stores. They are so 
orderly; so regular; so everlastingly the 
same; so genteel and so prim and proper 
that they “damp down” the impulse shop- 
ping urge with re- 
markable effectiveness. 
They are fanatical 
“housekeepers” and 
consequently pretty 
poor merchandisers 
and promoters. 

In these _ establish- 
ments, merchandise 
location and display 
are as fixed as the 
laws of the Medes and 
the Persians. The customer can shop 
blindfolded in these stores—and does! 

The shopper who shops with unseeing 
eyes, without excitement, who follows a 
fixed and undeviating path through a 
store, who shops automatically, whose 
interests are never titillated, who is en- 
couraged to be a zombie in the aisles— 
clearly that shopper will show as much 
impulsiveness as a frozen oyster! 


E. B. Weiss 


® We have too many mass outlets today 
that are models of rectitude; that are 
more uniform than West Pointers on 
parade; stores that would never permit 
a special floor display, or a shelf extend- 
er, or a dump display (perish the 
thought!). Even the price markers are 
so uniform that they tend to hypnotize 
the shopper into occular paralysis. 

Somehow the idea has got around that 
cleanliness and meticulous orderliness 
are synonymous. And these retailers are 
upping their costs with $1.95 per hour 
labor to maintain a degree of fixed lay- 
out routine never achieved by any Army 
sergeant. 

Simultaneously, they are cutting their 
volume—and thus applying the axe twice 
to net profit. 

They are cutting their volume because 
the lifeblood of self-service shopping is 
the interrupting note. And a retailer can’t 
achieve an interrupting note when his 
establishment is so thoroughly orderly, 


so everlastingly the same that there is 


just nothing to interrupt, to enthuse, to 
excite, to stop the shopper. 


® The most successful retailers are those 
who merchandise and promote excitingly; 
who regularly test new locations for 
brands, sections, and even whole depart- 
ments; who expand and shrink floor 
space for certain lines not only for rea- 
sons of seasonality but also in order to 
achieve a “different” look. 

These retailers are merchants—not 
carvers of wooden soldiers. They use mass 
displays periodically; special floor dis- 
plays; dump baskets. They will string 
banners across the store—why, they'll 
even deliberately put up an aisle road 
block occasionally, just so as to shock 
customers out of any zombie shopping 
habits. They have no objections to dem- 
onstrators, even though an aisle may be 


jammed. And they welcome children, 
even though the result may be the occa- 
sional toppling of a display. 

Surely it stands to reason that a store 
that isn’t impulsive can hardly stimulate 
a high degree of impulse shopping among 
its customers. Impulse is as impulse does. 
It is the store that lives and breathes im- 
pulsiveness that stirs up the impulse 
shopping fervor of its customers. 


® Is this a plea for sawdust in the aisles? 
Not at all. Or a plea for a bit less clean- 
liness? Not at all. 

No—this is a plea for the retailer to 
ecmprehend that “fixtures on parade” 
do not constitute the sum and substance 
of modern retailing. It is exciting, 
changeable merchandising and promo- 
tion, in. combination, that breathes life 
into fixtures--not regularity of merchan- 
dise display. 

And merchandising and promotion can’t 
thrive or even live in an atmosphere of 
rigidity; of absolutely unvarying uni- 
formity. 

We have too many fixture-dominated 
outlets—too few outlets that know how 
to and are willing to merchandise their 
gorgeous new fixtures. 

Surely the tendency not to use a shop- 
ping list will be a liability if the customer 
sans a written shopping list buys only 
what a rough mental shopping list recalls 
to her mind as she listlessly marches 
through a preordained path in a store. 
This is obvious because—mémory being 
one of our weaker points—the mental 
shopping list will seldom be as large as 
the written shopping list under these 
circumstances. 


® It is interesting to note—and signifi- 
cant, too—that a recent study disclosed 
that over half of the women who come 
into a food store with a shopping list 
do not buy all of the items written down 
on that list. The reasons are many: one 
item is out of stock; in another the want- 
ed brand is out of stock; time runs out, 
etc. But another reason is that, even when 
a woman has a shopping list, she must 
be exposed to impulse-creating displays 
in order to encourage her to buy every 
last item on that shopping list. Imagine 
how much more true this is when the 
shopper doesn’t have a shopping list and, 
as just pointed out, this is of course the 
big trend in shopping. 

The absence of a shopping list becomes 
an asset when the very atmosphere of the 
store itself “makes up” a shopping list 
for the customer by reminding her of 
known needs. Fixtures, of and by them- 
selves, can’t turn that critically-needed 
trick. Regularity can’t turn that trick. 
Slavish homage to “policy” can’t turn 
that trick. 

The largest on-the-spot shopping list 
is made up when shopping is made an 
adventure; when it is crammed with ex- 
citement; when the shopper is made to 
feel that in that next aisle and the one 
after that will be a pleasant surprise. 

A few circulars on the floor, a bit of 
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disarrangement™of merchandise display 
these are not retail crimes. It’s been 
said that a dog without a single flea can’t 
be a healthy dog. The parallel may not 
be the most inviting one, but you get the 
point! 


® What I am contending is that merely 
because a few circulars may wind up on 
the floor is no reason for not offering cir- 
culars occasionally featuring specials. 
Merely because a stopper display may 
be subject to fairly easy disarray is no 
reason for not using that type of display. 
Merely because a dump display is the 
exact opposite of regularity and uniformi- 
ty is no reason for avoiding a dump dis- 
play. Merely because a shelf extender 


Looking at Radio and Television .. . 


may destroy that beautiful straight line 
of fixtures is no reason for not using shelf 
extenders wisely. 


The objective is not good housekeeping, © 


but good merchandising. The two can go 
together; the two usually de go together. 
As a matter of fact, the only time really 
that the two don’t go together is when 


. good housekeeping becomes, what the 


psychologists call a “compulsive obses- 
sion.” And that, unfortunately, is an apt 
description of the driving force behind 
too many stores today. 

Mass retailing needs a good dose of 
organized disorganization! The discount 
outlets could give them a point or two on 
this score. 


—~ ea We Yearn for Donald Novis 


By the Eye and Ear Man 


The first days of radio produced croon- 
ers like Arthur Tracy, the street singer, 
Rudy Vallee, the grapefruit-in-the-kisser 
kid, Russ Colombo, the masked silver 
tenor, and finally the perennial Bing 
Crosby. All of these guys evoked consid- 
erable reaction from the stricken females 
in the love starved group. 

The war years reaped another crop led 
by the deceptively durable Frank Sinatra, 
Dick Haymes, Perry Como, Lanny Ross, 
etc., etc. Now we had some real action. 
Real swooning, yelling, stampeding, and 
vicarious love identification. 

The postwar years seemed to be the set- 
tling down years. The nice little television 
shows with Dinah Shore, Perry Como, 
Bing Crosby, Tony Martin, Fred Waring 
and Paul Whiteman groups, the “Hit Pa- 
rade,” and even Guy Lombardo. What a 
dream world. 

All of a sudden it happened! In the 
wackiest days of our youth, in the re- 
corded history of the world, with the 
possible exception of the whirling der- 
vishes and Roman. orgies, nothing like 
this current phenomenon has hit the mu- 
sical fan. The Bacchanalian Rites have 
been freely translated into a wild group 
of exhibitionists hovering under the pro- 
tective title of “Rock ’n’ Roll.” 

At first the greatest portion of the pub- 
lic learned about this second hand. News 
stories of towns banning “rock ’n’ roll” 
because of the emotional impact on youth 
were pooh-poohed by most worldly folk 
as publicity for a new record release. 
Stories of kids dancing in the aisle were 
yawned over as ante-Benny Goodman 
neuroses. The Rock and Roll Waltz was 
a polite version of a super musical hydro- 
gen fad which was about to descend on us. 

The first sneaky evidence that the fad 
was growing came when respectable va- 
riety shows like “Toast of the Town” be- 
gan introducing quartets of singers and 
instrumentalists, whose specialty was 
rock ’n’ roll. They were noted for singing 
—er, grunting and hollering—unintelligi- 
ble words while bouncing about all over 
the stage. 


The beat of the instruments and the 
twitching of the singers resembled a Min- 
sky version of ar. Indian rain dance in its 
last fervent hours. This was scary enough, 
but the worst was yet to come. The cul- 
mination has come in the person of Elvis 
Presley. 

Presley’s last appearance was with 
Milton Berle. They brought out the worst 
in each other and, brother, that worst 
makes Genghis Khan look like an 
altar boy. For you fortunate hard work- 
ing, nose-to-the-grindstone advertising 
scholars who may have had the misfor- 
tune to miss seeing this, let me describe 
this Elvis Presley (sounds like a foreign 
car). He is medium to tall, loose limbed, 
gives the illusion of being covered from 
head to toe with dank black hair; actual- 
ly it is only overly long and tumbling 
from his unkempt head, cascading down 
into early Spanish sideburns. He wears 
an informal costume consisting of a hand 
tailored Kresge two-tone spori shirt, a 
Teddyboy styled checkered sport coat and 
what appear to be blue suede shoes. His 
voice is untrained. While he sings his body 
undulates like a Katherine Dunham dan- 
cer and a burlesque queen in an after 
closing medley. 

The grisly fact in this recital is that 
the young girls react viciently—and fa- 
vorably—toward this. Can this really be 
the lost generation? Have our descendants 
really been swallowed up in the hysteria 
of the new world? 

It is often said that if an advertiser put 
on the lowest demonstration possible he 
would get an enormous rating. The Pres- 
ley presentation was in very poor taste, 
with Berle’s borderline comments making 
it worse. This is not the kind of television 
that an all-family audience, including lit- 
tle kiddies, should be watching. 

Rise and form the anti rock ’n’ rol! vig- 
ilantes. Let’s subdue these musical mad- 
caps before it’s too late. Back to the “Old 
Mill Stream” and “I Want a Girl Just 
Like the Girl That Married Dear Old 
Dad.” Grab your weapons and meet in 
the village square with the rest of us 
squares—it’s them or us. Rally around 
the new leader—long live Lawrence Welk. 
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Salesense in Advertising apa 


It Is Often a Good Plan 
fo Picture the Evidence 


By James D. Woolf 
Advertising Consultant 


‘It has long been recognized by psychol- 
ogists that belief, a thing of emotion rather 
than reason, is largely dependent upon 
desire; we tend to believe what we want 
to believe. “Now faith,” we are told in 
Hebrews, “is the sub- 
stance of things hoped 
for, the evidence of 
things not seen.” 

But this human in- 
clination to believe 
emotionally does not 
mean that advertisers 
should not strive to 
develop an atmosphere 
of credibility and au- 
thority by every pos- 
sible means, including the use of factual 
reason-why copy. Especially is this true 
when the ideas advanced are in probable 
sharp conflict with past experiences of 
the reader. 

One potent device, it seems to me, is 


The case of «he rusttree saw 
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SEE THE DIFFERENCE?—Both of these saws 
were left on the ground for 30 days, ex- 
posed to heavy dew and rain. Exhibit A 
is badly rusted. Exhibit B is as bright as 
new. Why the difference? Exhibit B is 
made of a new Armco stainless steel. A 
fine ad—simple, eye-catching, credible. 
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SEE, IT'S DENT-PROOFI—Do dents and bulges 
show up fast in your ordinary metal 
screens? Then buy Fiberglas. Just look 
at the picture, see how the screening 
snaps back without a dent after a hefty 
kick by young Yogi Berra. 


Man wearing astonishing new 
Sonotone hearing aid_-_—. but where ie it? 


SEEING IS BELIEVING—Photographs don’t lie. 
This man really is wearing a hearing aid! 
But where is it? Certainly not in his hair, 
and there’s no cord down his neck and 
nothing down his body. This picture 
carries more conviction than would be 
possible with a thousand words of text. 


that of showing pictorially the evidence 
upon which the promised benefit is pre- 
mised. This device is an old one in ad- 
vertising. More than 30 years ago, ad- 
vertisements of the Stanley vacuum bottle 
portrayed a bottle falling, without break- 
ing, from an eighth-story window; and 
it was equally long ago when Taylor 
trunk ads showed actual photographs 
of an elephant standing on an unbreak- 
able trunk. Then there was the South 
Bend watch frozen in a cake of ice, and 
the Rubberset Shaving Brush ads por- 
traying a ferocious bulldog, its iron jaws 
gripping the bristles, suspended by the 
brush in midair. 


® Despite the fact that these and similar 
old-time campaigns have long been for- 
gotten, I think the principle of portraying 
evidence pictorially continues to be a 
good one, and I should like to see it em- 
ployed oftener than it is today. Searching 
for some first-rate examples of fairly 


PINZA KNOWS 8&ST—Testimonials are most 

convincing as evidence when the testifier 

obviously knows what he is talking about. 

Who can doubt the authority of Ezio Pin- 

za’s educated taste buds when he says 

that Kraft Italian Dressing is “magni- 
fico.” 


Advertising Age, July 9, 1956 


The Creative Man’‘s Corner... 


Superiority Cut Thin 


One thing the ad and publicity boys seem never to learn is the importance 
of never overdoing a good thing. 

Two of the most overdone things we know are the Nascar races and the 
Mobilgas Economy Run. In neither event, as far as we have been able to de- 
termine, did any car really come out worst. Each in its way triumphed. So 
both events proved little except that, when you get too commercial, nobody 
wins except the promoters. 

In our opinion, when you have to resort to four decimal places to prove 
yourself superior, you’re cutting your superiority kind of thin. In the Mobil- 


gas Economy Run, for example, a Pontiac averaged 21.1098 miles per gallon. 
Car A, which came in second best, averaged 21.0420 miles per gallon— while 
Car B, which came in third best, averaged 20.9012 miles! 

As far as the Nascar races are concerned, we know Ford got on the air be- 
fore anybody and claimed practically a clean sweep for all its cars. We had 
just begun to believe that—when we heard some claims for Dodge and then 
were deluged with other claims, including this one for Chevvy that it’s “four 
times hotter than anybody.” 

Frankly, over-promotion of events like these leave us four times as skep- 


tical as anybody. 


recent vintage, I leafed through a ‘score 
of magazines without much luck. The ads 
shown here are, in my judgment, the best 
of those I found. 

Although many questionable advertis- 
ing ideas are accepted uncritically by the 
consumer, a substantial body of research 
indicates that a considerable segment of 
the public looks at advertising with bil- 
ious eyes, and I firmly believe we copy- 
writers should use every possible device 
to achieve maximum credibility.“The fact 


NOTHING BUT COFFEE—If there are people 

who have doubts that Nescafe is really 

coffee, this ad should go a long way in 

convincing them that Nescafe is 100% the 

real thing. Here you see the evidence 

right before your eyes—millions of gen- 
uine coffee beans. 


that belief is largely a matter of emo- 
tion rather than reason is no proof that 
the consumer is a complete nitwit. 


® I believe it is true that when we want 
something emotionally, and hence tend to 
accept the claims made for it, we are grat- 
ified when reason seems to support our 
buying decisions. I note that most men, 
when asked why they drive Cadillacs, 
try to explain their preference with logi- 
cal reason-why facts. 


____ TURTLES TEST: TIMEX! 
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AMAZING BUT TRUE—It may be that, as a 
rule, watch buying is motivated more by 
emotion than reason, but if so this ad is 
the exception that proves it. This pic- 
torial evidence of Timex resistance to 
water and shock is overwhelming, and I 
predict that this striking reason-why ad 
will pay off handsomely. 
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Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in crea- 
tive advertising and advertising 
training.) 

Let’s talk more about ads doing their 
utmost to communicate the story the ad 
was bought to tell. The small reproduc- 
tions at the left are examples of a common 
tendency for retail ads to become layout 
creations, instead of store communica- 


tions of complete lucidity—for easiest pos- 
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sible absorption, from paper through eye 
to mind. 

Everything in the history and in the 
practises of printing and reading suggest 
that there is a difference between a head- 
line and a footnote. If you make a footnote 
emphatic with type size, it is still a foot- 
note. It is where a page should end—not 
start. Yet, it demands by its size: “Read 
me,” Each of the smal] headlines at the 
left has this to say. 

Each headline also says because of its 
position, “The copy up there is not par- 
ticularly pertinent or important, or I 
would appear above it and lead your eye 
directly into it.” 

It says because of its position: “Read 
me and then right on out of the ad if you 
wish. We have no intention of attempting 
to get you to read copy by placing type 
where the natural and easiest progression 
of eye movement would insure maximum 
readership.” 

There is no proof anywhere to support 
the idea that when there are words to be 
read in a design, ease of reading is coor- 
dinate with aesthetic achievement. 


@ The large ad (center) ran in the paper. 
It is excellent. It is simplicity itself, and 
almost perfection. There isn’t the slightest 
distraction or obstacle placed in the way 
of full and easy reading. Because it is con- 
ventional, some people who prefer crea- 


Employe Communications a 


tiveness to effectiveness will not like it. 
But for readers (hence for the store’s pur- 
pose) it is, nevertheless, excellent, 

At the right, I have revised the ad to 


“conform to the views of a few of today’s 


layout artists—who, though they may be 
greatly talented, cannot be accused of 
subordinating their personal predilections 
to the dictates of the common sense of 
deeply ingrained eye habits. 

At the right I have impaired the value 
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of the good ad (for the sake of illustra- 
tion) by making it creatively unconven- 
tional instead of a straightforward en- 
deavor to communicate to the fullest 
extent possible, the story the ad was 
bought to tell. 


‘ g In the center I believe the layout art- 


ist accepted his assignment in the store’s 
interest. At the right, as redesigned, the 
ad is simply an expression of an indi- 
vidual’s tastes. It could be concurred in, 
of course, by a number of other creative 
people, who prefer to make ad readers 
climb fences instead of easily leading 
them through gates. 

It is an interesting commentary on the 
perception of retail promotion executives 
and store managements that in a good 
many stores today, layout people are em- 
ployed to obscure or hinder (more or less, 
according to their personal predilections) 
the story copywriters are employed to 
tell. This is done, not only through the 
layout device shown here, but in other 
ways too. 

I would like the excellent ad (as it was 
run) better, if more of the appealing ben- 
efits in the copy were in display, and if a 
small star or bullet or dot were centered 
between the main copy blocks and the 
descriptive blocks (or if something else 
were done), to break a little, and make 
more inviting, the now arid-looking type. 


Turnover of Engineers Grows Serious 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

A recruitment specialist for one of our 
large multiple-plant concerns eased off his 
shoes in a midwest hotel room the other 
day, and delivered an oral response to a 
telegram he had just received from head- 
quarters. The directive from the home of- 


fice pressured him for a dozen more engi- 
neers from the area, and the oral response 
was of the type the telegraph company 
will not accept. 

-“T wine and dine these guys,” the talent 
scout moaned, “and promise them the 
moon and stars if they'll just come and 
work for us, They get on the payroll, work 
a few months and whoof! they’re gone. 
The turnover of new talent among our 
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engineers would put a small company in- 
to bankruptcy.” 

There is a mounting concern among 
many employers over the difficulty of 
holding young engineers, the prima don- 
nas of the- graduate world, in new jobs. 
“Industrial Relations News,” an author- 
itative and competent chronicler of de- 
velopments in the field, in a recent issue, 
called it the “engineer merry-go-round,” 
and pointed out that “engineer turnover 
has shown a steady up-trend since 1953. 
According to the most recent comprehen- 
sive study, conducted that year, turnover 
was 8% in electrical and non-electrical 
machinery, research, development and 
consulting, over 10% in professional and 
scientific instruments, nearly 13% in 
transportation equipment. The turnover 
cost at the clerical or production level is 
put at a modest $300 to $500, but after 
the costs of recruiting and training, it 
mounts to a figure somewhere between 
$5,000 and $20,000. 


s A recent survey of the problem dis- 
closed some disturbing facts: Only 24% 
felt that management “recognized the 
engineer as a professional”; only 22% felt 
they were of importance to their com- 
pany, and 37% felt that “the personnel 
policies of management do not maximize 
their professional contribution.” 

There are a dozen reasons given as 


wil pay off handsomely. 


Advertising Age, July 9, 1956 


sources of engineer discontent. One is as 
basic as a criticism of the salary review 
system. Failure to give promised oppor- 
tunities for diverse assignments and pro- 
fessional growth is another, with the grim 
footnote that “this ‘sell-em and forget-em’ 
policy has been a particularly strong 
grievance among younger engineers lured 
by high-pressure recruiters.” 

Young, new talent has been trickling 
through management’s fingers for years. 
It was never particularly heeded before 
because descr:ions never seemed to occur 
within any particular group—a company 
lost a man from one department, two from 
another, two from a third. Today the 
spotlight is being put on the engineers, 
and when a company awakens to find 
that it has spent, let’s say, $100,000 a year 
in the hiring and training of engineers to 
no purpose, insomnia may well become 
a popular affliction in the front office. 

The experience-ripened recruiters have 
an answer for it: Don’t talk the big, hap- 
py family of which the newcomer is as- 
sumed to be a welcome member. Start 
proving the corporate affection from the 
day the new engineer (or any other new 
employe) arrives. The veterans will tell 
you that it isn’t the basic failure of com- 
pany communications’ to function—it’s 
the basic failure of company communica- 
tions to exist. It’s as serious as that, and 
that’s serious. 
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The COPWWIRITER'S Art Course 


Copyright by Paul Pinson 


where. 


son-in-law’s patriotic gesture. 


the headline. 


we'll discuss later.) 


“My Daughter Married JOE” 


In the advertising business today, there are many copywriters and creative 
ad people who already have drawing ability, a keen sense of visual communi- 
cation, and/or an aptness at over-all pictorial concept. Copy-and-art, blended 
happily in the mind of such persons, will carry over easily to inspire the art 
department to greater creative effort. 

A worthy goal for all Drawthink neophytes, and true Drawthinkers every- 


You have seen the flexibility of Fat-head and his simple smile. Perhaps 
you have noticed the art director’s nod of approval at your fresher, controlled 
roughs. You are now thinking of Fat-head as a friend. Here he is again: 


"My daughter married JOE /” 


This thought came to you as a 
headline because here’s a guy who’s 
happy about something. Maybe he’s 
happy because his daughter’s getting 
married. Or Joe is in the Ground Ob- 
server Corps, and he’s proud of his 


Suppose, on the other hand, that 
Joe doesn’t use a deodorant. This 
stimulating ad idea comes from turn- 
ing the mouth—the same mouth you 
already know how to draw—upside 
down. You don’t even have to change 
(Differences between 
guys and mothers, male and female, 


"My daughter married JOE /” 


Next Lesson: “Real Ads With Smiling Fat-Heads.” 
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The Denver Post Sunday Magazine EM P IRE 
joins METRO Sunday Magazine Network 


America’s Largest Magazine Audience — 16,790,000 Total Net Paid ABC 


... another important indication of the ever-increas- empire. “Empire,” the magazine of the DENVER POST, 
ing popularity of locally-edited, local interest Sun- covers 48% of the population in the 133 counties of 
day rotogravure magazines...another step forward this rich market. Total circulation, 374,692. Total 

_ in the fabulous market coverage of the Metro Sunday population, 2,850,000. Total retail sales, $3 % billion. 
Magazine Network. In metropolitan Denver, rapidly approaching the %, 
Metro welcomes with pride this vital umbrella over illion population mark, more than 8 out of 10 
the large, prosperous, growing Rocky Mountain families read “Empire.” 


Note: DENVER post “Empire” Magazine will be an optional buy October 7 thru December 30, 1956 issues. 
Thereafter it will be a member of the basic Metro network. See new rate card or call your Metro man. 


METRO magazines ure individvelly owned, edited end distributed by these leading Senday newspapers: 


BALTIMORE Sunday Sun Magazine MILWAUKEE Picture Journal 
BOSTON Globe Pictorial MINNEAPOLIS Tribune Picture Roto Magazine 
SUN DAY BOSTON Herald Rotogravure Section NEW ORLEANS Times-Picayune & States —Dixie 
BUFFALO Courier-Express Pictorial NEW YORK News Coloroto Section 
E) AG AZINE CHICAGO Tribune Magazine PHILADELPHIA Inquirer Magazine—Today 
CHICAGO Sun-Times Magazine—Midwest PHOENIX Arizona Republic—Arizona Days & Ways 
CINCINNATI Pictorial Enquirer PITTSBURGH Press Roto Magazine 
NETWORK CLEVELAND Plain Dealer Pictorial Magazine PORTLAND Oregonian Magazine 
COLUMBUS Sunday Dispatch Magazine PROVIDENCE Journal Magazine—The Rhode islander 
aaa POST Empire Magazine S ae om Magazine 
MOINES Register Picture Magazine . LOUIS Post-Dispatch—Pictures 
SALES OFFICES: pera News Pictorial sr PAUL Pioneer Magazine 
HOUSTON Chronicle R ravure Magazine SPRINGFIELD blican Rotogravure Section 
DETROIT: TR 2-2090 © MINNEAPOLIS: FE 54987 INDIANAPOLIS Star caandes : SYRACUSE Post-Standard Pictorial Gravure Magazine 
SAN FRANCISCO: GA 1-7946 @ LOS ANGELES: Mi 0259 LOS ANGELES Times Home Magazine WASHINGTON Star Pictorial Magazine 
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@s seen by 
JOHN BURGOYNE 


Fashions in mayhem certainly 
change with the years. When a small 
tad, we dreamed this time of year of 
bigger and better explosives; but the 
modern young’un figures to get him- 
self maimed on the Glorious Fourth 
in a hot-rod accident. We put our 
faith in calcium carbide and black 
powder. A pair of our buddies re- 
ceived from their Pop a gorgeous 
model of an old Navy cannon, sport- 
ing a one-inch bore and mounted on 
a hunk of railroad tie. But Pop fan- 


cied himself as a grower of choice 
vegetables for the family table, and 
when the kids fired the first shot of 
the morning through the peapatch, 
beheading the lettuces, cabbages, 
onions and kohlrabies, there was a 
lot of language and the war changed 
direction right fast. ' : 


x kk 


A manufacturer of an established 
and very popular home-prepared 
summer beverage produced a con- 
centrate for making milkshakes that 
promised to rival the best soda-foun- 
tain product. The user added milk to 
the powder, rattled it around in a 
shaker, and buried his not-so-hand- 
some mush in a mountain of foam 
and flavor (3, to be exact). Burgoyne 
tested the’ new beverage-base in Pe- 
oria, Omaha and Syracuse, found the 
drink.marvelously appealing and the 
economy overpowering. A walloping 
promotional and advertising cam- 
paign is well under way this season, 
and there should be some mighty- 
well-satisfied dealers this Fall. Bur- 
goyne has a genius for nosing out 
the facts when a prize plum like this 
appears on the tree. You ought to 
try him and see for yourself. 


x * * 


Old-fashioned adhesive tape is 
mighty useful, but there are some 
contours of the human carcass where 
it is difficult to do a neat and lesting 
job without swathing the victim like 
an out-of-shape mummy. The suc- 
cess of pieces of packaged plastic 
tape for minor hurts prompted one 
manufacturer to try for the larger 
market with a continuous plastic 
strip on a handy dispenser. He signed 
Burgoyne to test the new product in 
Canton, Grand Rapids and Harris- 
burg, found that the article almost 
sold itself. This guy Burgoyne can 
give you the statistics that really tell 
you what is going on in your market. 
Call him on the phone; call him 
names if you are so minded, but call 
him. 


XM 
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CONTINUED — Here 
is another “Letter 
from Daddy”—a 
series which is 
the despair and 
delight of South- 
west Airmotive 
Co., Dallas. Find- 
ing and posing 
the non-profes- 
sional models can 
be trouble, South- 
west finds. But 
threats to aban- 
don the cheese- 
cake bring out- 
raged protests 
(AA, Jan. 30) 
from girl-admir- 


NBC, Baltimore 
Station Get Robert 
Sherwood TV Awards 


New York, July 3—NBC and 
WAAM, Baltimore, walked off 
with the honors in the first an- 
nual Robert E. Sherwood Tv 
Awards presented here recently. 

These cash awards, which are 
shared by producers, writers and 
directors, were offered by the Fund 
for the Republic to the best pro- 
ductions dealing with freedom and 
| justice. 


a Winning shows were: “I Was 
Accused” (NBC), an Armstrong 
|Circle Theater production, written 
|by Jerome Coopersmith, directed 
| by William Corrigan and produced 

by David Susskind; “Tragedy in a 
| Temporary Town” (NBC), an Al- 
|coa drama, written by Reginald 
|Rose, directed by Sidney Lumet 
| and produced by Herbert Brodkin, 
‘and “Desegregation ... Baltimore 
| Report” (WAAM), written by Mrs. 
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Gray Johnson Poole, directed by 
Kennard Calfee and produced by 
Herbert B. Cahan. 


Tussy Appoints Thomas 

John H. Thomas has been ap- 
pointed advertising manager of 
Tussy Cosmetics, a division of 
Lehn & Fink Products Corp., New 
York. He was formerly advertis- 
ing manager of Indian Head Mills. 


Allstate Boosts Anker 

Willard C. Anker, formerly 
project research manager in the 
planning and financial control de- 
partment, has been appointed ad- 
vertising research director of All- 
state Insurance Co., Skokie, III. 


“ y" 


| 
DALDAR, Texas 


ing readers. Don 
L. Baxter Inc. is 


worn runt . the agency. 


‘Living’s’ Living Rose Push May Pin Roses on | 
Us All; 50 Home Furnishings Makers Sign Up 


Cuicaco, July 3—A coordinated|for Young Homemakers, whose 
design promotion in the home fur- | editor, Edith B. Evans, got inter- 
nishings business cast a rosy glow ested last year in a new variety of 
over the annual international home! rose she found being produced by 
furnishings summer market last | the Consolidated Nurseries, in 
week. | Tyler, Tex. Impressed by the dis- 

Beginning in October, Mrs. Con-| play qualities of the rose and its 
sumer is going to find rose pat-| possibilities for designers, Miss 
terns and rose colors liberally’ Evans took the idea home to her 
sprinkled throughout a wide range|art staff, where the tie-in promo- 
of new lines of home furnishings.|tion of the rose theme among 
Sheets, pillow cases, blankets,|manufacturers really got started. 
towels, dishes, clothes hampers,| Consolidated Nurseries were 
carpets, lamps, wallpaper, draper- | equally impressed with the maga- 
ies and other interior merchandise zine, proceeded to name the pat- 
will feature either the flower or|ented but as yet unnamed bloom 
the color, including also the green|the Living rose, after the maga- 
in the stem. zine. 

Department stores as well as| A number of retail stores al- 
manufacturers, it is expected, will ready reportedly have decided to 
help carry the surge of rose mer-|use the rose motif in their store 
chandise by using the theme in| decorations for the six-week pro- 
their store decorations. Advertis-|motion period. Specific ad plans) 
ing artwork is expected to pick up | by the stores and manufacturers | 
the idea. The October number of|are not yet concrete, but expecta-| 
Living for Young Homemakers/|tions are that the rose theme will | 
will be devoted entirely to show-|show up strong in’ home furnish-| 
ing the housewife how the rose ings retail ads early in October. 
theme and colors can be used| About 50 manufacturers al- 
tastefully in her home, to lend|ready have agreed to go along) 
continuity without repetition. |with the promotion, the magazine | 

Behind this promotion is Living | says. 


With Working Gals 


| suburban counterparts three times 
|more frequently than girls without 
the accounts. 


a Cl 
It s ge Acco t A significant finding of the sur- 
|vey, the Wood study showed, is that 


Stores Three-to-One = £2). “ie Wont Ady ae interviewed 


PHILADELPHIA, July 3—‘“Heaven had no charge accounts at all, and 
will protect” the downtown de-|22% had only one. “This 56%,’’| 
partment stores that provide 


the research organization feels, 
charge accounts to girls working in 
nearby offices; conversely, stores 
that don’t provide them have only 
themselves to blame if business 
suffers. 

A. J. Wood & Co., market re- 
search organization, has come to 
this conclusion on the basis of a 
survey it conducted among 330 
career girls in a six-block area of 
downtown Philadelphia. The study 
shows that girls who have charges 
in stores near their offices. make 
350% more purchases in those 
stores than they do in neighboring | 
stores where they have no ac- 
count. 

For three department stores in 
the midst of Philadelphia’s “career 
girl alley” their charge plates in 
the hands of career girls gave 
them advantages of 4.5 to 1, 6.4 to 
1 and 10 to 1 over competitive 
stores offering no charges. 


i@ Suburban branches of stores 
| giving charge accounts also shared 
j the business advantage, the study 
found. Charge account 


holders | 


“represents plenty of good business 
potential lying in wait for stores 
providing charge accounts.” 

Filling out the picture, the re- 
search company notes that 10% of 
the girls checked had two charge 
accounts, 11% had three and 23% 
had four or more. 


DMAA Promotes Contest 

The Direct Mail Advertising 
Assn., 3 E. 57th St., New York, has 
announced its 1956 Direct Mail 


|Leaders Contest. There are eight | 


contest classifications, depending | 
on the job the campaign is meant 
to do. A low-budget classification 
—new this year—is also included. 
Winners will be announced at an 
Awards Breakfast at the DMAA 
convention, Oct. 1, at the Hotel 
Statler in New York. 


George Named Block A.E. 

Henry George, formerly assist-| 
ant chief of the copy department, | 
has been appointed an account ex-| 
ecutive of Frank Block Associates, 


The Largest Unit of Circulation 
In The Fast Growing South! 


GRIER'S 
ALMANAC 


2,200,000 CIRCULATION FOR 1957 
Guaranteed and Audited 


e Coverage Is Almost Double That of Any 
Other Publication In the South. 


Reaches Over a Million RFD Box-Holders. 
First In Prestige. Has Been Published 150 
Years Without Interruption. 
Readership is Intense and Loyal. 
Outstanding Mail Order Medium. 

Every Advertisement Next to Editorial Matter. 


Stays in the Home the Year ‘Round As a 
Ready Reference Book. 


@ 1,200,000 copies distributed through retail 
drug and general stores by means of o 
system of special editions sold to approxi- 
motely 46 of the largest wholesale drug- 
gists in the South. 

® Another 1,000,000 copies of Grier’s are 
mailed to R.F.D. Boxholders in the South. 
100% coverage of every R.F.D. box is 
quaronteed in every county in 


rier's is distr 


FOR INFORMATION AND RATES, 


GEO. M KOHN, JR, General Manager 
Atlanta Office: P. O. Box 1435, Atlanta, Ga. — Wainer 5129 


Eastern Office: DAN B. JESSE, JR, 10 ©. 43rd St, Mew York 19—MUiney Hi O-46a8 
Mid-West Office: RAYMOND J. RYAN, 35 €, Wacker Dr, Chicage 1—ANdever'3-2240 
Westarn Office: |. G. DAVENPORT ASSOC, 2412 W. 7th St., Les Angeles S—OUnkirk 2.6254 
Deties Office. RICHARD E. HONERMAN, 2631 £1 Capiten Orive, Dalles 28 Davin 7-34630 
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Discrepancies Between Gallup, Readex and 
Starch Estimates Highlighted in ARF Study 


(Continued from Page 1) 

produced only 12,241,000 readers. 

it may surprise admen, however, 
to learn that the two methods are 
far apart in their sex breakdowns. 
Starch splits up the audience 54% 
women and 46% men. On the other 
hand, “aided recall” comes up 
with a reverse split—54% men and 
46% women. 


® There are also inexplicable dif- 
ferences geographically and by 
city size. For example, in the “rec- 
ognition” method, 31.5% of Life 
readers live in the Northeast, but 
in “aided recall” only 27% live in 
the Nertheast. \ 

The Starch method seems to 
find more readers in rural areas. 
“Aided recall” finds less than 30% 
of Life readers in non-metropoli- 
tan areas, while “recognition” has 
close to one-third in those areas. 

One important finding of the 
study is that respondents become 
fatigued as the interview progress- 
es. This is shown by the fact that 
ads tested at the start of an inter- 
view pull better than those tested 
toward the end. 

The time lag between publica- 
tion of the magazine and the date 
of the interview has different ef- 
fects, according to the method 
used. “Aided recall” seems to ob- 
tain higher ad scores in the days 


tion” had 27% “noted” and 5% 
“read most.” Readex, 26%. 

4. Page for Prom. “Aided re- 
call” had 2% readership. “Recog- 
nition” found 12% “noted” and 
1% “read most.” Readex, 11%. 

5. Schlitz page. “Aided recall” 
found 3% readership. “Recogni- 
tion” had 17% “noted” and 
1% “read most.” Readex, 10%. 

6. Full-page for American Ra- 
diator & Standard. “Aided recall” 
found 3% readership. “Recognition 
had 41% “noted” and 8% “read 
most.” Readex, 48%. 

7. Spread for Joy. “Aided re- 
call” found 2% readership. “Recog- 
nition” had 21% “noted” and 5% 
“read most.” Readex, 23%. 

8. Camel 4th cover. “Aided re- 
call” found 5% readership. “Rec- 
ognition” had 33% “noted” and 
3% “read most.” Readex, 20%. 

9. For an Old Taylor page, the 
“recognition” and Readex methods 
found there were many more male 
readers than women. On the other 
hand, “aided recall” found the op- 
posite to be true. 

10. For a Kleenex ad, “aided re- 
call” found more male readers 
than women, while the other two 
methods found more female read- 
ers. 
11. For a Lincoln Continental 
ad, “aided recall” found there was 
a negligible number of women 


Glossary of Terms Used in ARF Study 


1, Aided Recall—Readers are determined by their ability to 
“describe an item in the magazine whose cover is shown to them. 
Once qualified, readers are questioned about ads in the issue, 
stimulated by cue cards containing brand names and advertisers. 
Ad scores are called PNR—proved name registration. Readers 
are also asked to “play back” what they remember about the ads 
they say they saw. Principal commercial user: Gallup & Robinson. 
2. Recognition—Readers are those who, when shown the cover 
of a magazine, claim they saw or read part of the issue. If they 
are not sure, they are permitted to look inside. Next, the reader 
is taken through the entire issue, page by page, and asked to point 
out all the ads he remembers. Scores are reported in three de- 
grees: “noted,” “seen-associated” and “read most.” The latter 
score means a reader remembers having read more than 50% 
of an ad. User: Daniel Starch & Staff. 
3. Reader Interest—This is a self-administered interview by a 
sample of subscribers who have been asked by mail to mark 
material they found interesting. User: Readex. 


immediately following publication. 
On the other hand, “recognition” 
readers increase with time. 


® Media salesmen will be sure to 
note that newsstand buyers of the 
magazine do not particularly no- 
tice ads more than home subscrib- 
ers. 
There are some interesting dis- 
crepancies by method according 
to age, education and income lev- 
els of respondents. For example, 
“aided recall” appears to turn up 
a higher proportion of ad readers 
in the under-40 bracket. “Aided 
recall” readers are also more 
heavily concentrated in college- 
and-up levels. The Starch method 
seems to find more readers in the 
low-income brackets. 

There are numerous other 
breakdowns in the study, clearly 
presented in page after page of 
tabulations. 


® The ad-by-ad analyses in Vol- 
ume III may come to be known as 
a “researcher’s nightmare.” Some 
of the reader discrepancies are as 
follows: 

1. A full-page Cashmere Bou- 
quet ad. “Aided recall” found 1% 
readership. “Recognition” found a 
“noted” score of 30% and a “read 
most” of 5%. The Readex method 
produced a 15% “reader interest.” 

2. Full-page pineapple juice ad 
from the Pineapple Growers Assn 
“Aided recall” found 1% reader- 
ship, “Recognition” had 27% “not- 
ed” and 4% “read most” scores, 
while Readex returned a 19% 
score. 

3. Westinghouse page. “Aided 
recall” had 2% score. “Recogni- 


oh 


readers, while the other two meth- 
ods produced almost as many wo- 
men readers as men. 

12. A Colgate toothpaste spread. 
“Aided recall” found 3% male 
readership, 1% women. “Recogni- 
tion” produced 2% men and 6% 
women in “read most” scores, 
while the Readex method reported 
9% men and 17% women. 


® In releasing the study, ARF em- 
phasized that it is a “study in 
methodology” designed to stimu- 
late thinking and action in the 
industry. No recommendations are 
made by the committee which pre- 
pared the study. 

“Obviously,” the ARF explains, 
“the data first must be distilled 
and analyzed. It should be kept in 
mind that there is a great differ- 
ence between obtaining finds and 
then translating them into desira- 
ble goals. The accumulation of fig- 
ures alone does not automatically 
create a goal. The collective judg- 
ment of the industry is the decid- 
ing factor.” 

ARF does plan, however, to is- 
sue summaries of the data in these 
three volumes. These might be 
published as Vol. IV or as a series 
of bulletins. It was decided to is- 
sue the study without these sum- 
maries and without recommenda- 
tions in the hope that the data 
alone will be of immediate help in 
the ad research field. “It is un- 
thinkable,” the ARF states, “that 
a lode so rich will remain un- 
mined.” 


® ARF subscribers have been 
mailed copies of the three vol- 


umes. Non-subscribers may ob- 


WINNER—Henry Ford II, president, 


Wooton 


Ford Motor Co., receives the So- 


ciety of Business Magazine Editors’ first annual “Voice of Business” 


award. The award was given Mr. 


Ford in recognition of his “mak- 


ing the most substantial contribution to industry in 1955 in leader- 

ship, in business ethics and in making it understood that most busi- 

nesses are conducted with careful regard for the public interest.” 

With Mr. Ford are Frank Tighe, editor, Motor Age, and Paul Woo- 

ton, Washington newspaperman and chairman of the society’s ex- 
ecutive committee. 


tain the set for $500. 

The study has been financed by 
59 voluntary contributors. This 
group includes 16 advertisers, 26 
agencies, 15 publishers, the Na- 
tional Broadcasting Co. and Edgar 
Kobak, business consultant, who 
was ARF’s president (1952-55) 
when the present study was un- 
dertaken. The individual contribu- 
tions ranged from $25 up to $15,- 
000. 


FREDERICK A. G. KOENIG 

Cuicaco, July 3—Frederick A. 
G. Koenig, 63, veteran adman and 
an expert on livestock nutrition, 
died here suddenly June 30 at the 
Union League Club, his local resi- 
dence. He also resided in Beech- 
hurst, N.Y. 

Mr. Koenig was born in Addison, 
Ill., and was a graduate of Iowa 
State College. He landed his first 
job in 1915 as assistant editor of 
the old Kimball’s Dairy Farmer. 
Later, he worked in the advertis- 
ing department of Prairie Farmer, 
and from 1920 to 1925, he was di- 
rector of extension of Holstein- 
Friesian Assn. 

In 1925, he founded his own ad- 
vertising agency here, the Koenig 
Co., and maintained the one-man 
agency until his death. From 1935 
until 1942, Mr. Koenig headed up 
the local office of Campbell-San- 
ford Advertising, then a Cleveland 
agency. 

For several years after World 
War II, he worked as an advertis- 
ing consultant to Kraft Foods Co. 
Mr. Koenig was the inventor of a 
livestock feed calculator which he 
patented and manufactured pri- 
vately. He was a member of Sig- 
ma Delta CHi. 


JOHN W. MACY 

Cuicaco, July 3—John Williams 
Macy, 69, a publishers’ representa- 
tive and magazine advertising 
space salesman for 45 years, died 
suddenly of a heart attack June 30 
in Rock Springs, Wyo. He was 
stricken while en route to his home 
in Winnetka, Ill. 

Born in New York City, Mr. 
Macy went to work at 19 for Field 
& Stream as a space salesman. He 
remained with the magazine dur- 
ing his entire career until he re- 
tired five years ago as a vp and 
western representative. 

For 25 years, he was a partner 
in the publishers’ representative 
company of Macy & Klaner. The 
company, which handled other 
publications in addition to Field & 
Stream, was dissolved about ten 
years ago. 

Since his retirement, Mr. Macy 
had taken up an acting career and 
had appeared in several character 


roles in motion pictures and on 


oo i ay “5: Se 


television. He was a long time 
member and former officer of the 
Agate Club of Chciago. 


THEODORE ROSENWALD JR. 

New York, July 3—Theodore 
Rosenwald Jr., 52, former partner 
in L. H. Hartman & Co., died July 
1 at Community Hospital, Glen 
Cove, N. Y., following a heart at- 
tack. 

Born here, he was graduated 
from Rutgers University in 1925. 
He entered the advertising busi- 
ness and became an account exec- 
utive with A. J. Silverstein Co. In 
1933 he became a partner in the 
Hartman agency. In World War II, 
he served in the Air Force, retir- 
ing with the rank of major. Fol- 
lowing the war he rejoined Hart- 
man, but retired in 1947, after suf- 
fering a heart attack. He had not 
been active in business since then. 


WILLIAM MAGINN 

New York, July 6—William E. 
Maginn, 32, eastern advertising di- 
rector of Electrical Engineering, is 
presumed to have died July 1 
when the Piper Cub seaplane 
which he was operating, with his 
wife as a passenger, is believed to 
have crashed at sea off Newport, 
R. 1. 

Coast Guard patrols have re- 
covered the body of Mrs. Maginn 
and are sweeping a 200-square- 
mile area off Block Island, where 
the plane is believed to have 
crashed in a heavy fog. Mr. and 
Mrs. Maginn were returning to 
their home in Fort Montgomery, 
N. Y., from a weekend business- 
and-pleasure trip to Boston. 

Mr. Maginn had been eastern 
advertising director of Electrical 
Engineering for the past year. Be- 
fore that he was an advertising 
salesman for Dun & Bradstreet. In 
World War II he served in the 
Navy. 


GEORGE E. ANDER 


Daytona Beacu, July 6—George | ie 
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Fairchild, Hayden 
Will Publish New 
Electronics Books 


(Continued from Page 1) 
the new weekly eventually will 
apply for membership in the Audit 
Bureau of Circulations. 
The most recent new publication 
established—four years ago—was 
Supermarket News. . 


® The new Hayden tabloid— 
Electronic Week—will reach 7,500 
executives in U. S. electronics 
manufacturing plants, government 
agencies and commercial electron- 
ics laboratories, according to its 
co-publishers, T. Richard Gas- 
coigne and James S. Mulholland 
Jr. Its editor will be Edward E. 
Grazda, who also edits the com- 
pany’s semi-monthly, Electronic 
Design. This publication, its pub- 
lisher says, “is up 401 advertising 
pages during the first six months 
of '56.” 

The first six issues of Electronic 
Week will carry no advertisiny. 
Forms will be open for advertising 
beginning with the Sept. 15 issue, 
for which the closing date will be 
Sept. 1. The publisher declined to 
say what the advertising rates will 


be, but it is expected these will be | 


announced about mid-August. 
Circulation of the new paper will 
be initially free, then paid and au- 
dited as soon as feasible. 

The market potential for both 
publications has been extensively 
explored, the respective publishers 
emphasized. Fairchild says it has 
made an 18month survey of the 
electronics industry, and Hayden 
recounts equally extensive re- 
search. 


“Boston Globe’ Total Is 285,785 

In reporting the trials of the 
Boston Post last week, AA re- 
ported, the Boston Globe’s circula- 


tion at 131,485, which is the figure. 


for' morning circulation only. 
Weekday circulation for the Globe 
is 285,785, adding morning and 
evening editions. The Herald Trav- 
eler has a morning weekday cir- 
culation of 134,866, and a morning 
and evening circulation of 333,615. 


Welsh Joins Wells 

Thomas F. Welsh, formerly 
with C. G. Conn Lid., has been ap- 
pointed manager of advertising 
and sales promotion of Wells 
Specialty Co., North Liberty, Ind. 
Mr. Welsh will supervise the ad- 
vertising program of Welis’ house- 
wares line, which includes the 
Biddie broom and Biddie whisk, as 
well as the company’s contract 
aluminum extrusion advertising 
program. 


E. Ander, 68, retired vp of the| @e 


Kellogg Sales Co., Battle Creek, 
Mich. died July 2 at his home 
here. He had retired in 1953 and 


had moved to Florida. He started | @ 
as a salesman with the Kellogg Co. | @ 


in 1916. He became manager of the 
Omaha branch in 1923, was made 
western division manager in 1938, 
and was elected vp in 1948. 


Limestone Institute to Ramsey 

L. W. Ramsey Co., Chicago and 
Davenport, Ia., has been named to 
handle advertising for the Indiana 
Limestone Institute, Bedford, Ind. 
Ramsey also handles the account 
of Indiana Limestone Co., Bedford. 


ANTHONY £E. CASGINO has been 
named director of marketing of In- 
ternational Minerals & Chemicals 
Corp., Chicago. a new post. For the 
past three years director of mar- 
keting of Crosley & Bendix divi- 
sions of Avco Mfg. Co., Mr. Cas- 
cino held a similar post with 
Bendix Home Appliances from 
1946 to 1953. 


fe ts 


sie a Uae, SRY Mae ot Weim ee. Age. imme 8 8) oh eee een eee coe Sa eee ye : a ie. . Sige i ea Wie ais ‘ 
ae aan pede: ee a ee aa 53 a oe a ee ees 2 ea ‘ te an: . ne es ge Re a : bs ; 
ee oe ee a Ee ee ee <a a ie Sy Aga a a 2 eee eet 
: Bf es a a E . i " : ; ae es es: id 2) ne es St See 
Raw eee “ aise ~ idee Gs 2 
_ 5 sot PORT . ce 
7; = 
r ee ale ‘ sd t i & 4 \ 
L. { o> J ia re sine) ae % 4% 
2% ; fons se Se i: ee. J = 2a 
. ae | Bows Se. pe oat : 
pire oe ae 3 ae cee a |e ; 
iss aa | wea Se i oa ae) 2 oe, } . 
| a ead 5 may 2. ee oo ae 
| oe. ae ee 's Be ir es co. ea = ‘ 
| feels ae. fo (al - &@ : 
| 1 eee ‘ a a tea ee me 
—— eae 7 ff ~—wr tee r  @ 3 
| Saw. a 4 ae § se ae a ee “ae as 
a a4 ys se ee ui — 
i j Fogle 3 Bo Ps te By Fas pea re S a . 
| ie oo 2 d oe by et gts. ae i ya : 
tt an ase ee ey 4 We f* 
aes) : Pee 
My Laas cS oe 4 ; 
| Sn ae seme "ag Tee tt Pe ha My 
al Sea aie i a ¥ Cpe _ Pee Pe : 
Shade V2 os = Sires cot ee ; ! ae 
: a i a | oe i aie / 
Te ba 5 ; ee oe ae “i ec jae aimee Ge : is 
‘s a: , Tes. Wi vi t ie ae. Fs. 
Se i At ae 
; er i a ae ‘ ae amet: oe, tee dit 
‘ ‘ F ge lee, i Cees * al Pa Sie Sag 
| eget re Se i Ege 2 ee Gee ope 
| Mee -. =z ae a ae ee ae 
see RR, 2 Ses beste | ag 
Ska. | hae a - pan: ea eee eee Soe ; 
| ay * eh Oe a nae a ae a eee 3 
au r a” Ra ms SR iets ne eae p 
| ee \ Sea —_ A aaa Sie See oY ae Dae ‘ae 
DY Si ee a . ae 0 fe ot : 
Me: i i as See |:  e aes 
F Be. 2 » ae a ar 
| ar * 
| a : 
| 
| es me 
ee | : 
| 
Pt i | 
| 1 
ee 
e 
| . 
| 4 
| } = 
| ‘ 
SS = 
a 
& 
. 
Be 
fy 
| BE 
. | 
a | 
| is 
| 
| 
' Fat 
a 
ae 
| ae, 
| 
a 
a: 
| XK 
’ ‘ 
“ . 
; : 
44 
| 
gS SS : 
| ‘ 
a le Ma » - Sue , 
ea ae =. 4 ey. 
ed Key esac, % fe ' 
Lae ‘oh ee a s. - 
ae & oy ok BAe cy 
ae wen oa ; he =, 
| ‘3 a — M4 x. a 
, =) ete Se. ¥ P ; 
. ‘ : a ea RP : eae ; 
po a Ay ve ; 
SS eh = ~ ‘a th ‘¢ ; 
A, N Be i va Sy 
< 8 ey ~j z . 
P s AG Ades 4 mi. 
: , Rite ney a 7 
i a SS ee ane. “ ae 
ony ee , BF ‘i Be: 21a 
a y r & . * 
_ % ” . «ee fe hae 
— 
‘ 
en ais 2 ie es ae 
pao. i ig ates an 2 ; . a sor, ae: tp? ‘ i 2 : *, 5 Siew <a Cn he iz “as 
ee tc i ae ae a — 9} ee Cet ee ee | ee I e sae > CAME 
i. es Pema ho Sa = TRO Ta ; : . 4 s . Te ee 3 ° 
63 a . ie , , oi 


Cigaret Sales Rose 3% — 


in ‘55; Ad Costs Up 1% 


(Continued from Page 3) 
television and network radio (for 
the first seven months of 1955); 
figures for newspapers and sup- 
plements from Bureau of Adver- 
tising reports, and outdoor adver- 
tising expenditures, as compiled by 
Outdoor Advertising Inc. 

Figures on outdoor advertising 
are included in this study for the 
first time; only three brands are 
affected by their inclusion. Philip 
Morris leads in outdoor spending, 
with $477,815—8% of its total ex- 
penditures. Kool is next with 
$170,270 (28% of its ad budget), 
and Old Gold spent a modest $27,- 
724—.004% of its measured adver- 


tising money. 


® Certain other important media 
are not included because figures 
are not available. These are spot 
radio and tv, point of sale, samp- 
ling and collateral ad programs, 
which could make a difference in 
the over-all figures. 

The table accompanying this 
story shows that Cavalier once 
again leads the parade with the 
highest ad cost per carton. Last 
year, it cost 24.1¢ to sell a carton 
of this king-size smoke, and a 


. hefty ad budget resulted in a sales 


| increase of haif a billion cigarets. 


But in 1955, with the ad budget up 
more than $1,000,900, sales were 
cut in half, dropping from 3 bil- 
lion to 1.5 billion. 

lowest ad cost per carton, 
on again, is for Raleigh, al- 
thofgh this year Kool runs a close 
second. Raleigh, which has de- 
pended heavily on its couponing 
to attract buyers, bumped its ad 
budget in 1955 to .7¢ per carton 
from the infinitesimal .00002¢ per 
carton registered in 1954. Sales 
dropped for the third consecutive 
year. 


@ Still way out in front as the 
most popular cigaret was Camel, 
although its sales dropped from 84 
billion in 1954 to 77 billion last 
_ year. Camel has held the lead ever 
‘since it tied with Lucky Strike in 
1949 and ran well in first place the 
next year. 

Camel’s ad investment was cut 
drastically. From $13,701,033 in 
“1954, the leader’s spending drop- 


“ped to $7,872,563 in 1955. Ad cost 


per carton dropped to 2¢ from 
3.3¢. 

Lucky Strike, still trailing Cam- 
el, dropped in sales, ad investment 
and ad cost per carton. From 58 
billion cigarets in 1954, Luckies 
went down to 57 billion in 1955. 
ad expenditures dropped from 
$8,905,887 to $7,970,440 and per 
carton ad cost fell from 3.1¢ to 
2.8¢ in the same period. 


® Pall Mall moved from fourth to 
third place in the market, displac- 
ing Chesterfield. Sales went up to 
56 billion last year from 51 billion 
in 1954. The ad budget was in- 
creased to $8,920,915 over $6,876,- 
101 for the previous year and the 
ad cost per carton rose from 2.7¢ 
to 3.2¢. 

Now in fourth place, Chester- 
field recorded a drop in sales, from 
54 billion in 1954 to 48 billion in 
1955, and an increase in ad budget 
and ad cost per carton. The budget 
rose from $5,478,877 in 1954 to $6,- 
111,529 last year. At the same 
time, ad cost per carton went up a 
half-cenit—from 2¢ to 2.5¢. 

Philip Morris showed a sales 
loss, with a smaller ad budget. 
From 29 billion cigarets in 1954 
at an ad cost of $6,610,807, sales 
fell to 24 billion in 1955 and an ad 
budget of $5,705,471. Per carton, 
Philip Morris spent 4.8¢ on adver- 


tising last year compared to 4.6¢ 
the previous year. 


® Old Gold gained in sales while 
advertising and ad cost per carton 
dropped. It spent $6,896,258 to ad- 
vertise in 1955, sold 20.7 billion 
cigarets and spent 6.7¢ per carton 
on advertising. This compares 
with an ad investment of $10,035,- 
163 in 1954 to sell 19.5 billion cig- 
arets at a per carton ad cost of 
10.3¢. 

Viceroy again leads the filter 
brands. Its sales jumped from 14.9 
billion in 1954 to 20.1 billion last 
year. Ad budget went from $3,- 
157,137 at a per carton ad cost of 
4.2¢ to $3,675,706 and a per carton 
cost of 3.7¢ in 1955. 

Winston moved well up the 
share-of-the-market ladder with 
an impressive sales gain to 19.5 
billion cigarets in 1955, from 6.5 
billion the previous year. Its ad 
budget of $6,638,245 last year was 
400% bigger than the 1954 figure 
of $1,571,526. Ad cost per carton 
went up in the same period from 
4.8¢ to 6.8¢. 


® Kool, in ninth place, continued 
to show a steady gain in sales, up 
to 12.7 billion from 12.1 billion in 
1954. The brand’s ad investment 
dropped slightly and so did ad cost 
per carton: from 1.5¢ in 1954 to 
9¢ in 1955. 

Herbert Tareyton slipped in 
sales from 14 billion in 1954 to 12 
billion in 1955. In the same period 
its ad budget more than doubled. 
From $1,820,350 and a per carton 
ad cost of 2.6¢, it went up to $3,- 
997,609 for 1955 and a per carton 
cost of 6.7¢. 

Now in its third year, L&M 
showed a hefty gain in sales and 
advertising. Its sales volume rose 
from 6.2 billion in 1954 to 11 bil- 
lion last year. Advertising costs 
went from $5,410,599 to $6,490,892. 
The ad cost per carton fell from 
17.5¢ in 1954 to 10.8¢ last year. 


® Marlboro, re-introduced to the 
market by Philip Morris as a fil- 
ter-tipped cigaret in a new pack- 
age early in 1955, spent $2,200,368 
to advertise, sold an even 6 billion 
cigarets at a cost of 7.3¢ per car- 
ton. 

Both Kent and Parliament lost 
ground last year. Kent sales drop- 
ped about 42%, from 4 billion in 
1954 to 2.3 billion in 1955, The 
brand’s ad spending fell from $3,- 
858,280 at a per carton ad cost of 
19.3¢ in 1954 to $3,117,876 and a 
per carton cost of 27.1¢ in 1955. 

Parliament sales went from 2.7 
billion in 1954 to 2.2 billion last 
year. Its ad budget and ad cost per 
carton both increased. From $1,- 
013,987 in 1954, advertising expen- 
ditures rose to $1,523,476 last year. 
Ad cost per carton in 1954 was 7.5¢ 
and soared to 13.9¢ last year. 


® Radical changes in the cigaret 
industry are shown clearly by a 
comparison of 1955 with 1949 when 
filter tips were rare, and the 
toughest problem the cigaret mak- 
ers had to face was a series of 
complaints about their advertising 
from the FTC. 1949 was the 10th 
year in a row that industry sales 
records were broken. The “Big 
Three” were Camel, Luckies and 
Chesterfield, in that order, and 
their sales were 94 billion each 
for the first two and 72 billion 
for Chesterfield. 

Philip Morris and Old Gold 
were well behind, with 32 and 17.5 
billion respectively. These brands 
made up the “Big Five” in the in- 
dustry. 

Ordinarily 11 brands were 
listed in 2 studies in 1949— 
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Costs of Cigaret Advertising 


six years. 


CAMEL (Reynolds) 
Sales (billions) 


LUCKY STRIKE (Amer. Tob.) 
Sales (billions) 
Ad investment 
Ad cost per million 
” “au “oe carton 
*PALL MALL (Amer. Tob.) 
Sales (billions) 
Ad investment 
Ad cost per million 
“ “ow oe carton 
**CHESTERFIELD (Liggett & Myers) 
Sales (billions) 
Ad investment 
Ad cost per million 
ow o oe carton 
**PHILIP MORRIS 
Sales (billions) 
Ad investment 
Ad cost per million 
“ow “ ” carton 
TOLD GOLD (Lorillard) 
Sales (billions) 
Ad investment 
Ad cost per million 
ow “we o“ carton 
TVICEROY (Brown & Williamson) 
Sales (billions) 


TWINSTON (Reynolds) 
Sales (billions) 


**KOOL (Brown & Williamson) 
Sales (billions) 
Ad investment 
Ad cost per 
o“” wo o“ carton 
***HERBERT TAREYTON (Amer. Tob.’ 
Sales 


TL & M (Liggett & Myers) 
Sales (billions) 
Ad investment 
Ad cost per million 
o o oe carton 
*RALEIGH (Brown & Williamson) 
Sales (billions) 


***MARLBORO (Philip Morris) 
Sales (billions) 
Ad investment 
Ad cost per million 
wt ” ” carton 
+KENT 
Sales (billions) 
Ad investment 
Ad cost per million 
ow “or “” carton 
+PARLIAMENT (Philip Morris) 
Sales (billions) 


*CAVALIER (Reynolds) 
Sales (billions) 
Ad investment 
Ad cost per million 
“oe ” o“ carton 
*FATIMA (Liggett & Myers) 
Sales (billions) 
Ad investment 
Ad cost per million 
” “” Ld carton 
* King size 
** Regular and king size 
+ Filter tip 
t Regular, king size and filter tip 
*** King size and filter tip 


1955 


77.0 
$7,872,563 
$102.24 
2.0¢ 


57.0 
$7,970,440 
$139.83 
2.8¢ 


56.0 
$8,910,915 
$159.12 
3.2¢ 


48.0 
$6,111,529 
$127.32 
2.5¢ 


24.0 
$5,705,471 
$237.73 
4.8¢ 


20.7 
$6,896,258 
$333.15 
6.7¢ 


20.1 
$3,475,706 
$182.88 
3.7¢ 


19.5 
$6,638,245 
$340.42 

6.8¢ 


12.7 
$596,645 
$46.98 
0.9¢ 


12.0 
$3,997 409 
$333.13 
6.7¢ 


11.0 
$6,490,892 
$540.91 
10.8¢ 


7.1 
$255,740 
$36.01 
0.7¢ 


6.0 
$2,200,368 
$366.73 
7.3¢ 


2.3 
$3,117,876 


1954 


84.0 
$13,701,033 
$163.11 
3.3¢ 


58.0 
$ 8,905,887 
$153.55 
3.1¢ 


51.0 
$ 6,876,101 
$134.82 
2.7¢ 


54.0 
$ 5,478,877 
$101.46 
2.0¢ 


29.0 
$ 6,610,807 
$227.95 
4.6¢ 


19.5 
$10,035,163 
$514.62 
10.3¢ 


14.9 
$3,157,137 
$211.89 
4.2¢ 


12.1 
$874,394 
$72.26 
1.5¢ 


14.0 
$1,820,350 
$130.03 


99.0 
$14,866,194 
$150.16 
3.0¢ 


65.0 
$10,159,327 
$156.29 
3.1¢ 


48.0 
$ 6,046,339 
$125.96 


$2,984,412 
$1,193.60 
23.9¢ 


2.0 
$575,483 
$287.50 

5.8¢ 


Per Carton and Per Million of Cigarets Sold 


Sales of leading brands of cigarets related to the amount invested on each in 
magazines, newspapers, Sunday sections, network radio (seven months only in 
‘55), outdoor (‘55 only), network television and farm magazines during the past 


1952 1951 1950 
104.5 102.5 98.0 
$13,313,273 $12,262,067 $11,444,570 
$127.40 $119.63 $116.78 

2.5¢ 24¢ 2.3¢ 
73.5 76.0 82.0 
$ 8,257,187 $ 8,726,620 $ 8,127,146 
$112.34 $114.82 $99.11 
2.2¢ 2.3¢ 2.0¢ 
as 313 23.0 
$ 4,138,492 $ 1,761,663 $ 1,877,661 
$99.72 $56.28 $81.64 
2.0¢ ie 1.6¢ 
68.0 64.1 646 
$ 9,858,060 $ 8,750,191 $ 7,377,689 
$144.97 $136.51 $114.66 
3.0¢ 27 2.3¢ 
36.5 393 40.0 
$ 9,154,503 $ 8,541,998 $ 8,460,814 
$250.81 $217.36 $214.40 
5¢ 43¢ 43¢ 
23.0 21.0 19.5 
$ 6,981,309 $ 6,919,722 $ 5,054,444 
$303.53 $329.51 $290.06 
6¢ 6.6¢ 5.8¢ 
27 18 1.2 
$166,748 $79,040 $299,832 
$61.75 $43.91 $88.14 
1.2¢ 0.9¢ 1.8¢ 
Ls 10.5 92 
$493,046 $519,442 —s- $110,278 
$42.87 $49.47 $11.94 
0.9¢ 1.0¢ 0.2¢ 
125 85 70 
$890,414 $777,234 ~—s- $762,860 
$71.23 $91.44 $108.98 
14¢ 1.8¢ 2.2¢ 
8.3 8.0 75 
$1425 $1,127,597 $1,057,724 
$0.17 $140.95 $141.03 
003¢ 2.8¢ 2.8¢ 
07 heii eee 
$991,672 ites selon 
$1,416.67 ition sins” Sam 
28¢ nihil aisles 
9 14 1.0 
$444,204 $424,464 $362,553 
$233.79 $303.19 $362.55 
47¢ 6.1¢ 73¢ 
1s 0.5 0.8 
$1,982,296 $1,183,025 $393,179 
$1,321.53 $2,366.05 $491.47 
26.4¢ 47.3 9.8¢ 
3.0 20 2.0 
$3,152,072 $2,716,212 ‘$1,328,022 _. 
$1,050.69 $1,358.11 $664.01 
2¢ 27.2¢ 13.3¢ 


NOTE: Marlboro was re-introduced by Philip Morris early in the yeor. Fatima cigarets 
have no ad investment listed for 1955. Network radio figures for the first seven months 
only are included: no figures are available after that date. Figures for outdoor advertis- 
ing in 1955 are included; only Philip Morris, Old Gold and Kool are affected by this 


change. 


the five above, plus Pall Mall, | tipped. 
Kool, Raleigh, Tareyton, Wings & 


ston, Cavalier) sold 98 billion cig- 
arets last year, up from 93.5 bil- 
Avalon and Marvel. Nine of the 11|/s When the cigaret brands are/lion in 1954. With a total ad ex- 
are still on the list, and seven new | grouped by maker, a different view | penditure of $19,246,873, it spent 
brands have been added. All but! of the market is shown. R. J. Rey- 
two of the new brands are filter|nolds Tobacco Co. (Camel, Win- 


an average of 3.9¢ per carton in 
advertising. This compares with 
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$18,892,829 spent in 1954, for an 
average per carton cost of 4.0¢. 
American Tobacco Co. (Lucky 

—Strike, Pall Mall, Herbert Tarey- 
ton) sold 125 billion cigarets in 
1955, an increase from 123 billion 
in 1954. The company spent $20,- 
878,964 on advertising at an ad cost 
of 3.0¢ per carton compared to 
$17,602,338 spent in 1954, when the 
per carton cost was 2.8¢ 

Liggett & Myers (Chesterfield, 
L&M) sold 59 billion cigarets and 
spent $12,602,421 on advertising in 
1955. Sales were lower than the 
60.2 billion sold in 1954, and ad ex- 
penditures were somewhat higher 
than the $10,889,476 spent in that 
year. Ad cost per carton for 1955 
was 4.2¢ compared to 3.5¢ in 1954, 
when Fatima’s 1 billion cigarets 
were included. 


® P. Lorillard Co. (Old Gold, 
Kent) spent $10,014,134 in adver- 
tising and sold 23 billion cigarets, 
at a per carton cost of 8.7¢. This is 
less on all three counts than the 
1954 record; in that year Lorillard 
spent $13,893,443 on advertising, 
sold 23.5 billion cigarets and had 
an average ad cost of 11.8¢ per car- 
ton. 

Brown & Williamson (Viceroy, 
Kool, Raleigh) incurred an ad cost 
of 2.2¢ per carton to sell 39.9 bil- 
lion cigarets. It spent $4,528,091 
in advertising. This compares with 
a per carton cost of 2.4¢, total sales 
of 33.5 billion and an ad budget of 
$4,032,101 in 1954. 

Philip Morris Inc. (Philip Mor- 
ris, Parliament, Marlboro) added 
a brand last year—Marlboro—and 
toted up sales of 32.2 billion, at an 
ad cost of $9,438,315 and a per 
carton average ad cost of 5.8¢. 
Comparing the two brands sold in 
1954—Philip Morris and Parlia- 
ment—with their sales in 1955, the 
company didn’t fare too well. 

Last year, the company sold 
26.2 billion of the two brands, com- 
pared to 31.7 billion in 1954. $7,- 
237,947 was spent on advertising 
for a per carton ad cost of 5.5¢ in 
1955, compared to $7,624,794 in 
1954 at a per carton at cost of 
4.8¢. 


C. E. Haller Retires 
from Walker & Co. 

Charles Ed- 
ward Haller, a 
member of the 
local sales staff 
of Walker & Co. 
Detroit, is retir- 
ing after 44 years 
with the outdoor 
advertising com- 


* 
t 


Been 


pany. 
Mr. Haller, 
who joined 


Walker in 1912, 

Ce tele was on the sales 
force of Curran Outdoor Adver- 
tising Co., Denver, and the St. 
Louis Bill Posting Co. before join- 
ing Walker. He also worked on the 
editorial staff of the Denver Times 
and was editor of the Rocky 
Mountain News in the early 1900s. 


Tatham-Laird Names Four 

Paul Schlesinger, formerly su- 
pervisor in the media department, 
has been named an account execu- 
tive of Tatham-Laird, Chicago, 
and Rudolph N. Carlson, an ac- 
count service manager, has been 
appointed an assistant merchan- 
dising manager in the merchandis- 
ing department. At the same time 
two joined T-L as copywriters in 
the print copy department. They 
are Mrs. Katharine Keating, for- 
merly a senior copywriter at Earle 
Ludgin & Co., and Joan Woodside, 
formerly with MacFarland, Ave- 
yard & Co. 


Named to L. A. Office 

Robert E. Christianson, formerly 
in charge of account sales analysis 
for Successful Farming, has been 
assigned to the new Los Angeles 
advertising sales office of the mag- 
azine. 
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Wabash Railroad 
Ads Stress Its 
Modernization 


(Continued from Page 2) 
so has the finest modern equip- 
ment. Our new campaign drama- 
tizes both and seeks to sell Wabash 
as the brand name for the finest 
in modern rail passenger and 
freight service.” 


= The campaign took shape as the 
result of field trips by two Gard- 
ner men, William Rogers, account 
executive, and Stan Wilten, copy- 
writer. They accepted the invita- 
tion of Wabash officials to “ride 
the Wabash, visit the yards, and 
see for yourself.” 

For two months, the Gardner 
team traveled the length and 
breadth of the system, questioned 
passengers, talked to railroad per- 
sonnel in all departments, inspect- 
ed equipment and yards and made 
a photographic record of what they 
learned. 

Mr. Wilten’s “picture notes” for 
future reference included unposed 
photos of passengers enjoying Wa- 
bash service and convenience. 
Some of them are being used as 


EMBROIDERESS—This ad in the Wa- 

bash Railroad Co.’s new ad cam- 

paign illustrates that “a smooth 

roadbed is at the bottom of all 
your pleasures.” 


final art in the newspaper ads. 

One of the key copy ideas that 
makes the campaign somewhat un- 
usual in transportation advertising 
consists of showing photograph- 
ically “enjoyment” of Wabash fa- 
cilities by actual train passengers, 
rather than posed models. 


s “Our own experience made us 
enthusiastic about the merchandis- 


ing features of Wabash,” says Mr. 


(center) and copywriter Stanley 


GETTING THE FACTS—Gardner Advertising Co. staff members talked 

to the men-who-know in planning the new campaign for Wabash 

Railroad Co. In an East St. Louis beanery, a veteran Wabash rail- 

roader explains a point to William Rogers, account executive, and 

Stanley Wilten, Gardner copywriter, and Leo Brown, advertising 
manager of Wabash. 


Rogers. “With the guidance of Wa- 
bash executives, these were easily 
translated into a campaign that re- 
flects the genuine attitude of Wa- 
bash passengers. Many of our ads, 
in fact, are paraphrases of com- 
ments by Wabash passengers we 
interviewed aboard the trains.” 

The newspaper campaign fea- 
tures passenger service and stress- 
es such “family appeal features” 
as safety, comfort, cleanliness, and 
family fare savings. 

One ad says: “We’re as finicky 
about housekeeping as you are.” It 
shows a dining car attendant pol- 
ishing silverware to demonstrate 
the good housekeeping on a Wa- 
bash train. 

One ad actually resulted in the 
naming of a popular menu item: 
“apple pie a la Wabash.” Orig- 
inally conceived as an ad headline, 
it was promptly incorporated into 
the menu. 

In addition to the newspaper se- 
ries, limited-animation cartoon tv 
spots emphasize the same themes. 


s The magazine campaign aimed 
at business men identifies the Wa- 
bash as “a progressive, fast mov- 
ing, modern railroad.” Ads in the 
series, stressing the modern think- 
ing and up-to-date facilities, carry 
the by-line of Arthur K. Atkinson, 
president of the road. 

Typical of the campaign is the 
ad currently appearing in such 
publications as Distribution Age, 
Newsweek, Railway Freight Traf- 
fic, Time, Traffic World and U. S. 
News & World Report. Headlined: 
“Are the frontiers of railroading 
dead? Not on the Wabash,” the ad 
quotes Mr. Atkinson as saying, 
“Here on the Wabash, we’re in the 
midst of a revolution in railroad- 


BACKGROUND INFO—Here, Gardner account executive William Rogers 


Wilten visit the communications 


tower in the Wabash Railroad yards in St. Louis to get campaign 
ideas. The yard supervisor shown here uses a two-way loudspeaker 
system to give trainmen instructions for making up trains. 


ing. Today, we're serving the 
Heart of America with a new and 
infinitely better kind of railroad 
—modern, efficient, built of new 
ideas and ‘look-ahead’ planning.” 

The illustration shows “piggy- 
back” truck trailers on Wabash 
flatcars as “an all-weather, door- 
to-door service for shippers ...a 
modern-day method of moving 
freight speedily and safely across 
Wabash’s vast Heart of America 
route.” 


® Besides doing a selling job for 
Wabash, the series also carries ads 
to promote better understanding of 
railroading. A recent ad calls for 
less government regulation and 
greater freedom in pricing trans- 
portation services, under the head- 
line: “Why not let competition 
work in transportation, too?” 


Business Paper 
Circulation Seminar 
Is Set for Aug. 16 


(Continued from Page 3) 
circulation systems; renewal pro- 
motion; cutting filing and indexing 
costs; building promotion lists, etc. 
Special tables on business systems 
will be manned by representatives 
of leading manufacturers. 

Included in the program will be 
general addresses by S. R. Bern- 
stein, editorial director of Ad- 
vertising Publications; Henry 
Zwirner, circulation director of 
Fairchild Publications, and others. 

Cost of the seminar is $15 
per person. Tickets are available 
through Lloyd Prang, Mail Adver- 
tising Club, 139 N. Clark St., Chi- 
cago. 

Cooperating with the four spon- 
soring organizations on the sem- 
inar are Circulation Management, 
Direct Mail Advertising Assn., Na- 
tional Business Publications, Sub- 
scription Fulfillment Managers 
Assn., Audit Bureau of Circula- 
tions and Business Publications 
Audit of Circulation. 

General chairman of the seminar 
is M. W. Wise, Irving-Cloud’ Pub- 
lishing Co. Members of the steer- 
ing committee are Robert Enlow, 
American Medical Assn.; Myron 
Hartenfeld, Advertising Publica- 
tions; John Reardon, Publishers 
Circulation Service, and Stanley 
Roy, Judy Publishing Co. 


Kellogg Joins A. R. Wood 

Patrick G. Kellogg, formerly 
promotion manager of Watt Pub- 
lishing Co., Mount Morris, Ill, has 
been appointed advertising man- 
ager of A. R. Wood Mfg. Co., 
Luverne, Minn., farm equipment 
manufacturer. 


Miami Nomes 

Bishopric-Green-Fielden, Mi- 
ami, has been appointed to handle 
advertising for the city of Miami 
for the fiscal year 1956-57. 


Congress Lone 
Adman Hits ‘Ad’ 
Valorem Postage 


(Continued from Page 2) 
was no immediate indication when 
the final showdown on postal rate 
legislation will occur. 


® Meanwhile, the chances of ulti- 
mate approval of the postal bill by 
both houses diminished with each 
passing day, as Congress became 
increasingly “adjournment mind- 
ed” and Senate leaders freely pre- 
dicted they would be ready to leave 
between July 21 and July 28. 

During brief debate on the postal 
rate bill today, Rep. Leo Alien 
(R., Ill.), ranking Republican on 
the House rules committee, said he 
regarded the rate bill as “one of 
the most meritorious” to. come be- 
fore Congress in a long time. Point- 
ing out that House members fre- 
quently vote to raise postal sal- 
aries, but refuse to raise rates, he 
referred to the bill.as “The Con- 
gressional Financial Responsibility 
Bill of 1956.” 

Rep. John E. Moss Jr. (D., Cal.) 
said he preferred to look at the bill 
as “The Postal Tax Act of 1956,” 
since it proposed to charge 4¢ for 
first-class letters at a time when 
the 4¢ first-class rate can’t be jus- 
tified. 


@ Another foe of the bill, Rep. 
Ray J. Madden (D., !nd.), called 
the bill “nothing more than a tax 
on the little fellow.” He said main 


witnesses supporting the bill were | 


from Republic Steel, Burroughs 


Corp., Coca-Cola, Sears, Roebuck . 


and National Assn. of Mfrs. 

“Aside from being able to write 
off their postal bills taxes or 
increased prices,” he argued, 
“these mammoth corporations see 
an opportunity to saddle the or- 
dinary citizen with this $295,000,- 
000 tax.” 

Rep. Wilson warned the House 
continued development of the 
American economy in the years 
ahead will depend in no small 
measure on how effectively we can 
display to the people the goods and 
services we have available. 


s “Advertisements, after all, are 
news in the most fundamental 
sense,” he argued. “They tell us 
the things we have to know if we 
are going to live better today than 
yesterday, and still better tomor- 
row than today. 

“Not only as an advertising man, 
but as an American, I become 
alarmed when I hear proposals to 
increase postage rates on maga- 
zines and newspapers according to 
a scale based on the number of 
advertising pages. Those pages do 


not benefit just the advertiser or - 


the magazine—they benefit the 
consumer. 

“It is true there are other out- 
lets for advertising besides maga- 
zines and newspapers. Only in 
print, however, is it possible to se- 
lect the customers who will be 
particularly interested in the man- 
ufacturer’s own product. 

“If he manufactures model 
trains, he can adyertise in a 
magazine devoted to model trains. 
If he makes school equipment, he 
can advertise in a magazine for 
school administrators. His adver- 
tisement, however, is on the record 
for all to see. It can be referred to 
again and again.” 


‘Engineer’ Raises Rates 
Consulting Engineer, St. Joseph, 
Mich., has issued its rate card No. 
4, which will become effective in 
January 1957. Less than three 
pages a year will be $430 a page, 
up from $360. Twelve pages a year 
will be $360 a page, up from $300. 
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T.AM. Craven, 
UHF Advocate, 
Takes FCC Seat 


(Continued from Page 1) 
commission from withdrawing any 
vhf assignments. 


® Despite the notice of its inten- 
tion to “de-intermix” a number of 
areas, FCC Friday announced the 
grant of vhf applications in two 
of the prospective “uhf areas.” In 
issuing the permits, to WIRL, Pe- 
oria, and WMAY-TV, Springfield, 
Ill, however, FCC stated that no 
construction is to start until a final 
decision that uhf channels will be 
substituted if the areas are ulti- 
mately designed as “all uhf.” 
Both cases had been 

for several years and had been 
through lengthy hearings. Though 
three of the seven commissioners 
opposed the issuance of decisions 
at this time, the majority contend- 
ed grants should be made because 
of the substantial expenditures by 
the applicants. 


.@ Nomination of Commissioner 


Craven was approved by the Sen- 
ate after a 10-minute hearing by 
the Senate commerce committee. 
His supporters emphasize his 
knowledge of the uhf problem. He 
replaces Commissioner Edward 
Webster, also an engineer, who 
retired after 27 years of govern- 
ment service, 

After serving a full seven-year 
term on FCC, Commissioner Crav- 
en voluntarily stepped aside in 
1944, following a series of sharp 
disagreements with James Law- 
rence Fly, who was FCC chairman 
at that time. 

One of the disagreements was 
over the adoption of network rules 
by the commission. Together with 
Commissioner Norman Case, Com- 
missioner Craven opposed the 
adoption of the rules which limit 
the amount of time networks may 
option on affiliated stations. He 
warned the rules, limiting net- 
works to three of the four hours 
in each segment of the day, might 
result in a breakdown in national 
program service, and turn pro- 
gramming over to “time brekers.” 

While the commission is cur 
rently involved in a study to de- 
termine whether existing network 
rules should be revised, the com- 
merce committee’s routine hear- 
ing did not probe into Commis- 
sioner Craven's current views on 


Se 


~ Garwood 
MILK MEN—Trying out milk from new containers are 
Crown Zellerbach executives E. C. Garwood, man- 
ager, new product development and sales; W. J. 
Zellerbach, director of marketing services, and G. J. 
Ticoula, vp, sales. With them is Holger Crafoord, 
president of Akerlund & Rausing, a Swedish compa- 


motion. 


ny that invented the containers which are formed 
and filled in one operation. Crown Zellerbach Corp. 
will manufacture and promote the containers in 
this country. Crown’s agency, Merchandising Fac- 
tors Inc., San Francisco, will handle the initial pro- 


(Continued from Page 1) 
of 38,470,000, and Allen, 18,750,000. 
The ratio: about two to one. 


® Came Sunday, and Mr. Sindlin- 
ger had scored, coming within a 
few percentage points by his own 
polling, and within 3% according 
to Trendex. Though he went afoul 
of Trendex on the July 1 show, 
Mr. Sindlinger is still well in order, 
according to his own surveying, 
which found an actual listener 
ratio of 59% (Sullivan) to 41% 
(Allen). 

“I think Trendex overshot,” he 
told AA. “It lost track of the fact 
that there was an awful lot of tun- 
ing back and forth.” 

Though his formal prediction 
for the July 8 personality contest 
is not yet released, Mr. Sindlinger 
expects to stick to a 60%-40% ra- 
tio, Sullivan on the heavy end. 
“From current interviews, it 
looks like Allen hurt himself last 
week by holding Presley till the 
end of the program,” he said. “We 

be right on again for 
July 8.” 


(For still another “rating” of the 
irrepressible Mr. Presley, see the 
Eye & Ear Man on Page 75.) 


network operations. 


® Essentially, the Sindlinger sys- 


Videodex Network TV Ratings 
Week of June 1-7, 1956 
Copyright by Videodex Inc. 
Rating 
Rank Program (%) 
1 $64,000 Question (Revion, 157 Cities, CBS) 32.7 
2 1 Love Lucy (General Foods, Procter & Gamble, 152 Cities, CBS) ................ 32.0 
3 Ed Sullivan Show (Lincoln-Mercury Dealers, 160 Cities, CBS) 0.0.0.0... cee 30.6 
4 Dragnet (Chesterfield, 162 Cities, NBC) 30.2 
5 (George Gobel (Armour, Pet Milk, 155 Cities, NBC) 29.2 
é $64,000 Challenge (P. Lorillard, Revion, 114 Cities, CBS) .............ccccceeseenee 28.9 
7 You Bet Your Life (DeSoto-Plymouth, 154 Cities, NBC) .........cccccccccccceseeeseeee 28.5 
8 The Honeymooners (8vick, 157 Cities, CBS) 28.4 
9 GE Theater (General Electric, 143 Cities, CBS) 27.4 
10 Disneyland (American Motors, American Dairy, Derby Foods, 175 Cities, 
ABC) 27.3 
Homes 
- Ronk Program (000) 
1 1 Love Lucy (General Foods, Procter & Gamble, 152 Cities, CBS) ............ 11,053 
2 | Ed Sullivan Show (Lincoln-Mercury Dealers, 160 Cities, CBS) 0.0... 10,771 
3 $64,000 Question (Revion, 157 Cities, CBS) 10,628 
4 Dragnet (Chesterfield, 162 Cities, NBC) 10,464 
5 The Honeymooners (Buick, 157 Cities, CBS) 10,092 
6 | Disneyland (American Motors, American Dairy, Derby Foods, 177 Cities, 
ABC) 9,853 
7 George Gobel (Armour, Pet Milk, 155 Cities, NBC) ..........cccccceeessesesnenes 9,841 
a You Bet Your Life (DeSoto-Plymouth, 154 Cities, NBC) ...........cccccceseneore 9,718 
9 $64,000 Challenge (P. Lorillard, Revion, 114 Cities, CBS) ...........-ececee 9,196 
10 December Bride (General Foods, 173 Cities, CBS) 9,089 


Elvis Presley—'The Man Who Beat 
Sullivan’-Also Nicked Sindlinger 


tem boils down to two simple 
mathematical formulas. 


indicates how many people are 
familiar with a particular program, 
motion picture, personality, etc. 
The second variable is the “ap- 
peal” factor. This is the percentage 
of those people who know about 
the tv show who say they want to 
see it. The potential audience ap- 
peal figure is multiplied by the 
“know about” measurement to 
calculate the potential audience. 

“This represents the potential 
audience we have to work with 
in a particular week,” Mr. Sind- 
linger explains. But that is still 
not enough. 

The Sindlinger staff then meas- 
ures the intensity of appeal. This 
reduces the potential audience fig- 
ures to more realistic proportions. 


® “This is the factor which weeds 
out those who most likely will 
never get around to viewing a 
program, even if they say they 
will,” he explained. 

Sindlinger & Co. takes the “po- 
tential audience” (previously ar- 
rived at) and multiplies this by 
“intensity of appeal.” The answer 
is the “probable audience,” or the 
actual prediction by audience 
numbers and ratio percentages. 

Interviewing on a seven-days- 
a-week basis helps to keep the 
predictions up to date and flexible, 
according to the company. 


‘Iron Age’ Bodes Upsets in 
Industry from Steel Strike 

Iron Age predicts that a two- 
week steel strike will completely 
upset every major building and 
construction program in the coun- 
try, that a four-week strike will 
find most steel users conserving 
their inventories to maintain a 
semblance of production, and that 
an eight-week walkout will bring 
chaos to all major steel-co: 
industries, with the possible ex- 
ception of canning. 

When the strike is settled, Iron 
Age says, “there will be a steel 
price boost of $8 a ton, or more, 
with subsequent advances as each 
contract year passes, probably of 
lesser amounts.” ; 


Pittman Joins Kraft Foods 

Knowles L. Pittman, formerly 
in the public relations department 
of Needham, Louis & Brorby, has 
been named assistant public rela- 
tions manager of Kraft Foods Co., 
Chicago. 


Alberta Pulp Mill 
Will Double Size as 
Initial Building Ends 


Hinton, AttTa., July 3—Not yet 
completed, a huge $50,000,000 pulp 
mill at this community 180 miles 
west of Edmonton will be doubled 
in size within 18 months. The 
North Western Pulp & Power mill, 
now under construction, is to go 
into operation in January, 1957. 
Plans now are being laid to double 
the size of the operation as soon as 
the initial shake-down period is 
completed. 

The doubling plan will bring 
cost of the complete development 
td more than $100,000,000. “We ex- 
pect to start the second stage late 
in 1957 or in the spring of 1958,” 
said Frank E. Ruben, North West- 
ern board chairman. 

Initial capacity of the mill will 
be 150,000 tons annually, and 
this will be doubled to 300,000 
under the total program. 

North Western Pulp & Power is 
owned by North Canadian Oils 
Ltd., Calgary. Under a 1954 agree- 
ment with St. Regis Paper Co., 
New York, St. Regis and North 
Canadian are sharing equally in 
providing capital for construction 
of the North Western mill. 


s The expansion is being planned 
because of heavy demand for 
newsprint and the cost advantage 
in operation of the Alberta mill 
compared with costs in other areas 
of Canada. 

The company estimates that 
pulpwood can be delivered to the 
Hinton mill for less than $15 per 
cord, compared with as much as 
$30 a cord in other Canadian mills. 
Principal reason for the lower cost 
at Hinton is the low stumpage 
price and the fact that the mill is 
situated in the heart of a forested 
area. 

The company has obtained a res- 
ervation covering 6,000 square 
miles from the Alberta govern- 
ment. The stumpage price for the 
2i-year period is fixed at $1 a 
cord. 

North Canadian Oils now is 
building a $5,000,000 pipeline from 
the Wabamun area to supply 
natural gas to the development. 


Francke Named Ad Manager 
Harold W. Francke has been ap- 
pointed advertising manager of 
Kearney & Trecker Corp., Mil- 
waukee machine tool manufactur- 
er. Mr. Francke has been with 
K&T for 15 years and has served 
as assistant advertising manager 
since 1951. He succeeds Alphons 
J. John, who becomes manager of 
employe and community relations. 
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Hughes Is New 


National Export 


Advertising Head 


(Continued from Page 1) 
cent clients are Palm Beach Co.,@ 
Geon International, Norwich Phar- 
macal, Chase Manhattan Bank, 
Maidenform and Outboard Marine. 

The agency now employs 60 
people in its New York office. Mr. 
Hughes will not disclose billing, 
but the agency is reliably reported 
to be handling approximately $2,- 
500,000 worth of advertising an- 
nually. 

Campaigns encompass a variety 
of products marketed in countries 
throughout the world. For Quaker 
Oats, the agency handles Quaker 
Oats, Ken-L-Ration, Aunt Jemima, 
Quaker corn meal and bulk flour. 
The most active is Quaker Oats, 
which is now sold in practically 
every country in the world. Quaker 
exports from the U. S., as well as 
from plants overseas. 


# Another widely-advertised prod- 
uct in overseas markets is Borden’s 
Klim, a powdered whole milk 
packed in cans. This product has 
become a big seller in countries 
where there is little or no milk 
supply or where there is little re- 
frigeration. National Export also 
handles Borden’s instant coffee 
and Heme in foreign markets. 

Heinz packaged products, ex- 
ported from the U. S., Britain and 
Australia, are promoted by Na- 
tional Export in Latin America and 
the Far East. The agency handles 
all Lever products in Hawaii and 
Puerto Rico, plus Pepsodent in 
Latin America. 

Esterbrook Pen advertising is 
placed by National Export the 
world over. Union Carbide adver- 
tising now involves heavy support 
in international media for chem- 
icals and plastics. 

Mr. Hughes told AA that export 
advertising is a complicated affair, 
involving, at times, such unfamil- 


ore 


Wes kak 


Thomas Hughes 


iar media as wired-wireless, river 
boats, kiosks, cinema and sound 
trucks. He also pointed out that it 
involves tricky problems of coor- 
dination on a worldwide level. 


® As an example, he cited a testi- 
monial campaign for Quaker. “In 
this campaign,” he said, “local tes- 
timonials and photos were obtained 
and dropped in, with local head- 
lines, in each market—a major job 
of coordination and supervision. 

“I admit that this idea is not a 
new one. The fact is, it was a cam- 
paign we did 19 years ago, under 
far more difficult conditions than 
exist today. 

“A more recent accomplishment, 
on similar lines, was the tying in of 
87 distributors in 62 countries, fi- 
nancially as well as in media se- 
lection, for a client’s worldwide 
cooperative campaign.” 


Leedy Joins Allison 

Guy Leedy, formerly advertis- 
ing director of the Commercial, 
Bangor, Me., has joined the staff 


of Allison Publishing Co., Boston. 
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Newspaper Men 
Bridle at Press 
Conference on TV) 


WasuHINncTon, July 6—The stipu- 
lation that public figures appearing | 
on the new NBC commercially- 
sponsored public affairs program, | 
“Press Conference,” must break a 
newsworthy story has set off a 
controversy among Washington 
newspaper men, who fear news 


will be bottled up so that it can be| 


“leaked” on the air. 


In an editorial today the Wash-|' 


ington Post & Times Herald round- 


Les 
EARLY TIMES 


 —- memeeos er mae :! 
Lary Tomes ne be ona strmyht atimphion Oe thet gene! — m 


ly criticized Attorney General/| 77 


Herbert Brownell for opening the 
program last Wednesday by an- 
nouncing that the government in- 
tends to file an anti-trust suit soon 
charging that General Motors 
used illegal means to gain domina- 
tion of the motor bus business. 

Noting that the Attorney Genera] 
has not had a regular press con- 
ference in his office here since 
October, the newspaper com- 
plained: “When the Attorney Gen- 
eral delays announcement of an 
anti-trust action to present it un- 
der select conditions on a spon- 
sored program, he is manipulating 
public property to serve a private 
interest.” Corn Products Refining 
Co. sponsors the program. 


® There have been other criticisms 
of the program among newspaper 
men here (chiefly by those who 
were not among the lucky 14 who 
were paid $125 each for participa- 
ting in the program). 

Paradoxically, one of the basic 
criticisms is that the announcement 
of a news event on tv has a ten- 
dency to give it importance that 
may be out of proportion to actual 
worth. While the impending case 
against General Motors is news- 
worthy, many doubt that a case 
dealing with buses, which account 
for less than 1% of General Mo- 
tors’ business, would have been 
Page 1 news under ordinary cir- 
cumstances. 

A second criticism hinges on one 
of the “gimmicks”—the bonus paid 
to the newsman asking the “most 
newsworthy” question. Because of 
this “gimmick,” it is said, there is 
a tendency for each newsman to 
work independently and try to de- 
velop his own story. In the sub- 
sequent competition for the spot- 
light, there is a tendency to break 
off a line of questioning before it 
has been fully explored. As a re- 
sult, Attorney General Brownell 
was able to express himself on 
many topics without experiencing 
the “cross-examination” consid- 
ered an indispensable ingredient of 
a productive press conference. 


® The General Motors complaint, 
filed today, names Hertz Corp., 
Greyhound, National City Lines 
and Public Service Coordinated 
Transport Co. as co-conspirators, 
but not defendants. The complaint 
asks that GM be enjoined from 
selling them more than 50% of 
their annual bus requirements. 

The Justice Department said 
GM’s share of the bus market was 
65% from 1952 to 1955, and 85% 
in 1955. 


C. H. Menge, formerly exec vp 


IMPARTIAL—This ad for Brown-For- 
man Distillers Corp. shows no po- 
litical preference, but offers a book 
on “Elections” free from local re- 
tailers “where legal.” The ad will 
appear weekly in newspapers dur- 
ing August. Ruthrauff & Ryan, 
Chicago, is the agency. 


3 Ad Executives 
of Crowell-Collier 
Get New Assignments 


New York, July 6—In the wake 
of the decision to fold American 
Magazine, Crowell-Collier today 
reshuffled the assignments of three 
advertising executives. 

William D. Phelan, vp of the 
company and advertising director 
of Woman’s Home Companion, will 
be transferred to the West Coast, 
where he will report directly to 
President Paul C. Smith. Mr. Phe- 
lan joined Crowell-Collier in 1953, 
after 11 years as advertising di- 
rector of the San Francisco Chron- 
icle. 

Mortimer Berkowitz Jr., former- 
ly advertising manager of the 
Companion, will replace Mr. Phe- 
lan as advertising director. He 
joined the company early this year, 
after having been ad manager of 
the New York Post and eastern ad 
manager of Woman’s Day. 

Arthur Vigeland, formerly ad- 
vertising manager of American 
Magazine, has been named adver- 
tising manager of the Companion. 
He joined American in 1952 as 
travel advertising manager, and 
became ad manager in 1955. 


Minute Maid Tests 
Broadened Line in 
‘Cabinet Space War’ 


New York, July 6—Minute 
Maid Corp. will break a $250,000 
regional ad campaign this fall 
when it introduces a full line of 
frozen fruits and vegetables under 
the Minute Maid label, in direct 
competition with its Snow Crop 
products. 

Upper New York will be the first 
of a few selected markets in 
which the new line will be intro- 
duced, beginning shortly after La- 
bor Day, following the completion 
of summer packing. 

In what has been described as 
“the growing fight for cabinet 
space,” the Minute Maid line, 
which previously was restricted to 
juice concentrates, will merchan- 
dise some 30 frozen fruits and 
vegetables. 

All media will be used. Details 


“lof the schedule have not been 


worked out. Ted Bates & Co., New 
York, handles both the Snow Crop 
and Minute Maid brands. 


Bakelite Ad Unit Moves 

The advertising and public rela- 
tions department of Bakelite Co., 
.| New York, has moved to 420 Lex- 
ington Ave. Bakelite is a division 
of Union Carbide & Carbon Corp. 


Last Minute News Flashes 


Pabst Sets Up New Advertising Posts 
Cuicaco, July 6--Pabst Brewing Co. today announced the following 


+| personnel changes: Richard Hehman, ad manager of Pabst Blue Rib- 


bon beer for the pz :t five years, was named brand manager for Pabst 
ale and Old Tap L: <er beer, a new post; Barney Brienza, art director, 
succeeds Mr. Hehm :n as Pabst ad manager; Lee Mariani, assistant art 


ey | director, takes ove: Mr. Brienza’s post, and Arnold Winograd, adver- 


tising production \anager, has been named ad manager of Pabst 


= | Sparkling Beverag: :, also a new post. 
|| Boeing, Ayer Part Company 


Seattie, July 6--Boeing Airplane Co. and N. W. Ayer & Son an- 
nounced this afte1noon that by mutual agreement Ayer will give 
up the Boeing account later this year. Ayer has been the agency since 
1942. The reason given is conflict of interest between the Boeing 707 
jet transport and the Douglas DC-8 jet transport, the latter having 
been ordered by United Airlines, an older Ayer account than Boeing. 
No new agency has been appointed yet, but Boeing says the announce- 
ment should come soon. 


Du Pont Weighs Shifts in Agency Setup 

WILMINGTON, July 6—Wallace E. Gordon, director of advertising for 
E. I. du Pont de Nemours & Co., told AA that Du Pont is considering 
some changes in its advertising setup. He said company executives 
have been talking with several agencies, but that nothing definite has 
come of these discussions; he declined to name any of the agencies. 
Currently, all Du Pont divisions, except petroleum chemicals (which is 
handled by Charles L. Rumrill & Co., Rochester, N.Y.) and some ex- 
port advertising (handled by Robert Otto & Co.), are serviced by Bat- 
ten, Barton, Durstine & Osborn. 


House Passes Postal Rate Hike Bill 

WASHINGTON, July 6—The House late today passed and sent to the 
Senate the administration’s postal bill, with only one amendment. 
The amendment would except from second class increases newspapers 
with circulations under 5,000. Effective date of the measure was post- 
poned to Jan. 1, 1957. 


Four Agencies Pitch for Gibson Refrigerator 
GREENVILLE, Micu., July 6—Officers of the Gibson Refrigerator Co. 
heard final pitches today from four agencies still in the running for the 
account. The decision on a successor to Henri, Hurst & McDonald, 
which resigned Gibson when it picked up Admiral Corp. (AA, June 
18), is expected next week. More than 20 agencies made presentations. 


Five C&W Men Follow Chesterfield to McCann 


New York, July 6—Bob Rogers, Don Provost, Albert Weiner and 
John Morena have all followed the Chesterfield account from Cunning- 
ham & Walsh to McCann-Erickson. E. H. Ellis, formerly vice-chairman 
of Cunningham & Walsh and Chesterfield account supervisor, is now 
a McCann vp (AA, July 2). 


Jean Harvey Buys, Renames Kemp Research 
Rocuester, N. Y., July 6—Jean Marion Harvey, formerly with the 


Campbell to Head 
FC&B in West; 
Belding Retiring 


Los ANGELEs, July 6—Don Beld- 
ing, chairman of the executive 
committee of Foote, Cone &. Beld- 
ing, will‘retire Jan. 23, 1957, his 
60th birthday, after a 33-year ca- 
reer with the agency. He will, 
however, retain a consultant status 
for five years. 

Management of FC&B’s western 
division will be in the hands of 
Roy Campbell, exec vp of the di- 
vision since last fall. Mr. Belding 
told AA Mr. Campbell has been 
running the division since his ap- 
pointment to give him a full year 
of management experience. 

After stepping out of active 
management next year, Mr. Beld- 
ing will remain in Los Angeles, 
but will spend some time on his 
ranch in San Diego. In addition 
to helping with FC&B contacts as 
a consultant, he will devote more 


market research division of Psychological Corp., New York, has bought | # 


Kemp Research Organization here. The company will henceforth be 


known as Harvey Research Organization, with Miss Harvey as presi-| & 


dent. G. LeRoy Kemp, the organization’s founder, died May 15. 


Grey Gets Rowntree Business in Chunky Deal 


New York, July 6—Rowntree & Co., one of Britain’s largest choco- 
late manufacturers, has appointed Chunky Chocolate Corp. as its U. S. 
marketing agent. The move means Rowntree advertising will switch 
from J. Walter Thompson Co. to Grey Advertising Agency, which has 
Chunky. The previous importer, Drake America Corp., used JWT. 
Rowntree, which previously exported several lines to this country, has 
decided to concentrate its effort behind its 10¢ Kit Kat bar. 


Ergmann Made Orr VP; Other Late News 

e Louis L. Ergmann has been elected vp in charge of radio and tv at 
Robert W. Orr & Associates Inc., New York. Mr. Ergmann joined the 
agency in 1951 as radio and tv director, coming from. Ogilvy, Benson 
& Mather. 

e National spot radio time sales for the first five months of this year 
were $54,258,000, according to the Station Representatives Assn. This 
is 17.8% higher than the first five months sales of $46,071,000 last year. 
e L. Dickson Griffith, vp and account exec with Kenyon & Eckhardt, 
New York, has been appointed an account supervisor. He joined K&E 
a year ago from Sherman & Marquette and before that was with Bryan 
Houston Inc. 

© George B. Richardson has been appointed a vp and account super- 
visor in the San Francisco office of Young & Rubicam. Before join- 
ing Y&R in 1955, Mr. Richardson was with Foote, Cone & Belding. 


© Morris Needle, with the Baltimore office of Joseph Katz Co. for 
the pact 10: years, has boon appointed: vat Gtaetee et Ge, How Teste 


color scheme and was backed with 
three 1,500-line ads in both St. 
Louis dailies and two weekends of 
radio saturation. 


Plymouth’s Hues 
End St. Louis Blues 


Sr. Louis, July 6—What started 
out as a one-shot promotion local- 
ized in this city—in which Plym- 
outh named a color for its cars 
after this city (and probably 
after the famed W. C. Handy blues 
song)—turned out so well it will 
be repeated next week, beginning 
July 13. 

Plymouth’s “St. Louis Blue” 
push first broke June 14. Devel- 
oped by H. I. Patterson, regional 
sales manager here, the three- 
week promotion featured a special 


Mr. Patterson said the promo- 
tion was “tremendous, and ex- 
ceeded all expectations.” 

Developed around the new blue, 
the drive also featured a special 
price, $1,776, to capitalize on the 
July 4 holiday. 

The second campaign, starting 
on Friday the 13th, will have a 
“superstitious” copy approach. The 
quota has been raised from 308 to 
345 units, with the same advertis- 
ing program scheduled to promote 
this special campaign. 


Roy Campbell 


time to extra-curricular affairs, 
such as his post as chairman of 
Freedoms Fourdation, member of 
the President’s Monument Com- 
mission and some seven additional 
similar appointments, he said. 

Mr. Belding joined Lord & 
Thomas, FC&B’s predecessor, in 
1923 as an office boy, working his 
way up the ladder. In 1943, after 
Albert D. Lasker, longtime owner, 
retired, he offered the business to 
his three division heads, Mr. Beld- 
ing, Emerson Foote and Fairfax 
Cone, and the agency became 
Foote, Cone & Belding. 

Mr. Campbell, with FC&B eight 
years, had been chairman of the 
plans board in the Chicago office 
and a vp and director in New 
York before moving to Los Angeles 
as a marketing consultant for the 
four western offices in 1954. 


Ford Conducts Listening Post 
to Find Consumer Wants 

Ford Motor Co. is conducting = 

“consumer research listening 
during July and August in ew 
York’s Grand Central Station to 
determine consumer preferences 
in car design, color, fabrics and 
allied information. 

In connection with the listening 
post, there will aiso be on display 
a special exhibit. New tests and 
devices will be used to determine 

preferences and to col- 


consumer 
lect automotive research daia. 
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as Frigidaire Division Head ' 3 
Herman F. Lehman, general | ; 
sales manager of the Frigidaire | ? 
division of General Motors Corp _jgssssssse : 
Dayton, O., has been named gen= as 
eral manager of Frigidaire, suc- | ti? 
ceeding Mason M. Roberts, vp and | aaa 
head of the division, who is retir-| bi 
of Eljer Co., Pittsburgh, a subsid : 
iary of Murray Corp. of America er 
has been named to succeed Mr maf 
Lehman as general sales manage 
of the division, effective July 16. | 


lines 
line. Add two lines for box number. 
noon 5 days preced 
$15.50 per column 


HELP WANTED 


4-A Agency seeks experienced man who 
likes to write industrial copy. Must be 
imaginative, willing to dig for facts, and 
have ability to turn out interesting ads 
that will sell automotive and electrical 
products. Send resume—giving nal 
data, account of experience and earning 
record. 
ARTHUR R. MOGGE, Inc., 333 N. Mich. 
Ave., Chgo. 
ADVERTISING COPYWRITER living on 
or near Chicago's North Shore for part 
time work at home. Prefer man with 
Agency experience in Con- 
sumer Publications & 
Journals. Phone Mr. Harris, Crestwood 
2-3330, or write: 2595 Shermer Rd., North- 
brook, Ill. 

PRODUCTION ASSISTANT 
To work on nation for rd 
Point-of-Purchase display manufacturer. 
Require assistant with knowledge of 
graphic arts processes, scheduling, follow 
up. Salary vpen. Box 8702 Advertising Age 
200 East Illinois St. Chicago 11, Ill. 
LAYOUT ARTIST 
4-A Agency seeks creative artist who will 
be happy turning out top-quality layouts 
for trade paper ads covering automotive 
and electrical products 
ARTHUR R. MOGGE, ‘Inc., 333 N. Mich. 
Ave., Chgo. 


JOB MARKET 


for 
CREATIVE "TALENT 
ADMINISTRATIVE eee * 
MOLENE 


Bankers Bldg. Chicago 3. 
ANTED: EXPERT TO HEAD 


MAILING DEPARTMENT 
Real opportunity avatiable with aggressive 
firm in = © Midwest city for man who 
knows ailing operations, production, 
Must know how to 
quality, profit- 
ve imagination 


build and ameaaures a to 
able mailing list. Must 


ment’s service to its industry—unlimited 
opportunity for creative individual. Tell 
us your ex ce, salary expected, - 
erences pate 
Box 8703 Advertising Age 

200 FE. Illinois St., Chicago 11, TL 
ADVERTISING 
COPY CHIEF, Consumer ......... 
COPY-CONTACT, Consumer... 
MERCHANDISING, Consumer 
TECHNICAL WRITER, ene 
ADVTG ASST, Productio 

SHAY EMPLOYMENT AGENCY 


THE -ADVERTISING Market PLACt 
Rates 


: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per 


ood aioe dimieaten dis eet eooie 


INDUSTRIAL COPYWRITER 


and ability oy = to expand depart-/ 


HELP WANTED 


OUTSTANDING SALESMAN 
Top book offers opening for trade pa = 
space salesman with plenty of sell 
experience who is now ready to move 
up to ag Manager. Write giving 
ues resume. Box 8468 ADVERTIS- 
ING AGE 200 E. Illinois St. Chicago 11, 
Illinois. 
If Youre in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
Wa. 2-2306 for the really 
BIG positions in Advt., 
Radio, TV. Publishing and 
Pub. Rel. See me now!!! 
202 S. State St., Rm. 1116. 


WANTED—GIRL FRIDAY for well estab- 
lished one-man ad agency—prefer 25-35 
age—must know agency procedure—must 
be able to take dictation—starting salary 

per month. Box 8704 ADVERTISING 
AGE 200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING MANAGER : 
ne Agricultural Business Publication 
opening for space salesman with 
a selling experience. Give com- 
plete resume first letter. 
x 8469, ADVERTISING AGE 
_200 1 E. *“‘Tilinols St., Chicago 11, Illinois 


~GIRL—PRODUCTION DEPARTMENT 
Chicago Agency handling major national 
accounts. Must have production depart- 
ment or similar experience 
Box 8705 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
)208 S. State St. Ha 17-1991 


Chicago 


ewotee OFFICE SPACE 


oe i i 


REPRESENTATIVES AVAILABLE 


POSITIONS WANTED 
WRITER 
Versatile writer of dynamic prose. Exp. in 
jad copy, sales training bulletins, trad 
paper articles, etc. Creative, a 
Part ume or z Sree lance. cago. 
ADVERTISING AGE 
200 z Tito St., Chicago, Mlinois 
ADVERTISING PRODUCTION—10 yrs. 
agency production—service, top accounts. 
Familiar all phases graphic arts. Keyed 
to agency sy * and tempo. Excellent 
a Box 8707 ADVERTIS- 
ING AGE 200 ad Illinois St., Chicago 11, 
Illinois 


| Distressed damsel desires divers domain 
£ | Correspondent, office details, original 
|copy, rough art, layout. Min. $100 week. 
|Box 8708 ADVERTISING AGE 200 E. 
Illinois St., Chicago 11, Illinois. 


Creative Art Director. Mid 30’s. 13 years 
exp. Crisp layout, Lg finished Art. 
Knows type & prod. = $7,000. Wants to 
Relocate Pacific N.W. or N. Cal 

Box 8709 ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
ADVERTISING MANAGER, heavy agri- 
cultural and food (industrial) poms. | 
seeks new challenge. Here's a hard w 
er, idea man, administrator, ready oy i} 
hard for you. Let’s get together! Married, 
33, adv. degree, p.r. & publication space 
sales experience, p tee. State your case, an | 


8710, 


the resume, today! | 
Box Advertising Age | 
200 E. Illinois St., Chicago i,m. | 
Advertising Space Sales 6% years expe- | 
rience both industrial and merchandising 
trade papers. Excellent sales seeeré— 
College oe eae relocate. Write 
Box ADVERTISING AGE 
480 Eesbaatons Ave., N.Y. 17, N.Y. 
ART, PRODUCTION COORDINATOR 
Broad experience—consumer, industrial, 
retail, agency. Combine top art and pro- 
duction knowhow. Will relocate. 
Write A D p/o box 1131, Hartford, Conn. 
ART DIRECTOR 
Can draw, can comp., can TV, can space, 


can think, can create, can write, can gray 
roo can art direct, Chicago. Box 8713 
VERTISING AGE 200 E. Illinois St. 


Chicage 11, Illinois 


“Our 45th Year” 


CREATIVE COPY TO $20,000 


. exp. in food, appl., nec. 
ACC'T . marke $12-$15M. 
MEDIA DIR., print & 12,000. 
3 TECHNICAL WRITERS 


GLADER CORPORATION 


“The Agency's Agency” 
Stanley D. Koch, Dir. Adv. Div. 
CE 6-5353 Chicago 


110 S. 


30 W. Washington Chicago 2, Illinois 


Detroit's largest publication printer 
quires ago man. Must have ex 
ence in selling and servicing publica 
Write David Safran, rue, 
troit 7, Michigan. 
WANTED—Experi> need space salesman to 
cover established Midwest territory of 50- 
year old publishing firm. 

Box 8691, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


- 


De- 


We are interested in buying 
a major stock interest or 
outright purchase of a trade 
or group of trade publica- 
tions which are established 
and are in potentially grow- 
ing fields. 


The present management 


and organization would be 
considered an important 
part of any agreement. 
All replies will be held in 
the strictest confidence. 
Box 998 Advertising Age 
200 E. Illinois St. 
Chicago 11, Illinois 


Fine, Fast, Fairly Priced Photography 


pics 


OERABORN 2-1062 
167 M. LASALLE. CHICAGO = ILLINOIS 


think your tclents can find 
Avenue Agencies. . 


sibilities to meet and treat clients pn 


adequate 
a 


research 
sonable, forceful and have had reasonably broad administrative respon- 


dence. Recent experience may be as Account Executive or Supervisor with 
Se OT rn ea ee ee 


Saiwiaisies oul customary corporate benefits, plus liberal bonus 
ond possibility for ownership. Future opportunities are exceptional. 


expression only in 
are 
you 


terms of mutual respect and confi- 


SEASONED 
ADVERTISING DIRECTOR 
To assume full charge of Na- 
tional Publication. Well estab- 
lished publisher will accept in- 
vestment for part interest. 


le | territory, Box 


A creative, energetic, young rep has 

openings for additional publications, Ohio 
Advertising Age. 

200 E. Illinois St., Chicago 11, Illinois 


BUSINESS OPPORTUNITIES 


OWNER OF TWO TRADE 

PUBLICATIONS DESIRES 
to purchase third publication. Real 
tunity for outstanding salesmen an 
join firm investing small capital in woing 
publishing business. Not interested 
investment only but combination of cane 
tal and active participation. Write giving 
complete background first letter. 

Bex 8712 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Milline rate is for the pigeons. Get cardi- 
nals. Buy by the inch in Sanders ABC 
Three, seo, N. Y. 


MISCELLANEOUS 
LIVE WITH BOB & RAY. Share 6 room 
near Diversey & Sheridan, Chgo. 
Rent, $47 per month. We're young; serious 


| minded; work in merchandising. LI 9-4855 


| Stock color illustrations for advertising. | 
oe varied subjects by top photog-| 

phers. Also one million black and 
whites. ‘Selection on request, FPG, 62 W. 


|45 St 


es. 
. Let's talk it over. 
Box 137 ADVERTISING AGE 


200 E. Ilinois St Chicago 11, Ill 


DIRECTORY PUBLISHER, wants to con- 
tact Large Publishing Company to finance 
and publish “‘Continex ———— Busi- 
ness Center’ World's Boy A Man- 
ufacturers, Importers and Exporters, with 
attached BUSINESS CONTACT & Infor- 
mation Service.—Proof of Results from 
all-over the World can be furnished. 
Box No. 134, Advertising Age, 200 East 
Tilinois St., Chicago 11, Tl. 


AW Se 
wants top-grade salesman 


A _ expansion program makes it neces- 
sary for us to add one experienced person 
to service Chicago area advertising agen- 
cies. He will eventually become our com- 
mercial sales manager. We are a large, 
well-equipped studio serving top clients 
all over the country. Our jar volume is 
ing about 35% above last year. We'd 
refer a man who has been doing a capa- 
le job in the film business—but we're 
alert to allied fields and ideas. Excellent 
salary, draw, and commission. 


Lewis & Martin Films inc. 


| EDWARD R. GRACE, formerly vp and 
|chairman of the over-all agency 
development committee of Grant 
Advertising, has opened his own 
consultant office in the Buhl Bldg., 
| Detroit. Authorities in advertising, 
| sales, public relations, research, fi- 
nance and production will com- 
pose an advisory board, which 
will work with clients. 


Perry Retires from Publisher: 
| Scott Heads Research Unit 

R. Perry, with Maclean- 
seanter Publishing Co., Toronto, 32 
years, has retired from the board 
of directors and as director of re- 
search of the company. He will 
serve as research consultant for 
the next 12 months. R. G. Scott 
has been advanced to manager of 
the research department, assisted 
by Barry Thornton and A. A. 
Duane, who formerly were with 
the market research department of 
Trans-Canada Airlines. 


allied fields. - 


1431 WN. We 
7477 


Box 140 Advertising Age 
200 E. Illinois St., Chicago 11, Ml. 


By only 
ont. albison -sevve 1417 


CEatrel 6-5670 a 


TO A 
COPYWRITER 


WHO IS BUMPING A 
VERY SMART HEAD 
AGAINST THE CEILING 
Are you ready for this 
$15,000-$18,000 job .. . and 
a green light to becoming 

Copy Chief? 


Move over. Let us sit in your chair 


200 E. Illinois St., 


WRITER’S WRITER 


Expanding copy department of well-known Chicago Agency 
needs man who has unusual skill with words. Writing ability 
and imagination are of utmost importance. Man we seek is 
young, probably not over 32. He will work principally with 
industrial and automotive accounts and will have services 
of excellent art staff to help visualize his ideas. We offer a 
permanent position, liberal vacations, bonus, profit sharing. 
Salary commensurate with ability. Write in confidence 
stating personal details, education, earnings record. 


Box 139—ADVERTISING AGE 


Chicago 11, Ill. 


for a minute. You're with a good 
agency. Probably a bigger agency 
than ours. You're doing a terrific 
job. Your ideas, your headlines, 
your copy, reflect very few of the 
sins that so many advertising a 
commit. You avoid the clich 
stereot You start with a Tieck 
approa firmly attached to a 
sound selling i You communi- 
cate it to the reader with copy that 
is simple, clear, vivid, pictorial. 
You have the campaigns to prove 
it. You're 

But a= are good men ahead of 
you. You're ready for more respon- 
sibility. You're ready for the top 
level team in an agency where you 
won't bumping your head. 
You're ready for it now. You don’t 
want to wait. 


for #2 Sales Promotion 
coine. cond eer eee = mental abiiy ou 


a 


This young (30) heavyweight has 
everything from wedding pic- 


merchandise 
tailers; creative printing, P.O-P., 
direct mail campaigns, etc. for 100- 
year-old major supplier. 


“Over Qualified... 


Post” says AAA-1 package goods mir. 
includes other sales and advertising 
jobs which would identify him to 
present employer. Excellent business 
and character references. M.B.A. de- 
gree in marketing. Happily married! 
Salary in very low five figures. 
Prefer agency or client consumer 


goods post in merchandising or 

promotion. Avaliable August 15th. 
Box 135 Advertising Age 

200 E. Illinois St. Chicago 11, IL 


If you're that Seog ou'll find a 
opportunity ere a Mid- 
west 4A a agency al a substantial 
number of important national and 
regional accounts that any top- 
flight creative man would find ex- 
tremely challenging and satisfying 
to work on. 
We're located in a major city in 
Southern Ohio. There are no com- 
muting trains. No school problems. 
It’s a nice place to live. 

this sounds interesting, maybe 
we ought to sit down and talk it 
over. After we've had a to 
look over a resume of your ex- 
perience, education, past salaries, 
snapshot, and a few representative 
samples. What do you think? 


BOX 136 ADVERTISING AGE 
200 E. ILLINOIS 


and farm marketing; range 


EXPERIENCED FARM MARKET COPYWRITER 
to be an integral and important member of a 20-man farm 
account group serving national agricultural clients in a 
$19,000 agency. You should: Understand farming, farmers, 


through the mid 30's; want to be a member of a creative 
team; have solid experience writing print and/or Radio-TV 
copy; preferably for farm accounts. Agency background. 
If you are interested, please write full details to P. R. 
Smith, Personnel Director, Gardner Advertising Co., 915 
Olive St., St. Louis 1, Missouri. 


in age from the late 20's 
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Taylor Sees More 
U.S. Wine Use Due 
to European Travel 


(Continued from Page 2) 
high federal excise tax on cham- 
. Pagne from 68¢ to a more reason- 
» able level of perhaps 25¢ a bottle.” 
Commenting on the marketing of 
» sparkling wines, Mr. Taylor said 
~ that American wineries enjoy an 
advantage over European countries 
other than France, because under 
the terms of the Versailles treaty, 
American producers have the right 
to label their sparkling wines 
“champagne.” 

“French producers,” Mr. Taylor 
said, “would benefit if France 
would relax present restrictions 
and permit Germany, Switzerland 
and other wine-producing coun- 
tries to use the word ‘cham- 
pagne.’ ” 


s Mr. Taylor is the eldest son of 
the late Walter Taylor, who pur- 
chased a seven-acre vineyard near 
Lake Keuka, N. Y., in 1880 and 
founded the Taylor Wine Co. Two 
other sons also are active in the 
business, namely,Greyton H., vp in 
charge of advertising and sales 
promotion, and Clarence W., vp 
in charge of production. 

The company currently is using 
eleven magazines: Bride’s Maga- 
zine, Cosmopolitan, Cue, Holiday, 
Living for Young Homemakers, 
Newsweek, Promenade, New York 
Times Magazine, The New Yorker, 
Time and True. 

D’Arcy Advertising Co. is the 
agency. 


® Domestic sparkling wine use in 
1955 increased 19.8%, from 1,416,- 
004 gallons to 1,696,174 gals. How- 
ever, of total domestic wine con- 
sumption, totaling 136,537,725 gals. 
—an increase of 0.6% in '55 over 
the 135,754,231 gals. reported in 
‘54—only approximately 1% of 
domestic wine consumed was of 
the sparkling type. 

Dessert wine (with 14% to 21% 
alcoholic content) accounted for 
92,924,609 gals. in °55, compared 
with 92,310,372 gals. in ’'54—a gain 
of 0.7%. Table wine (with less 
than 14% alcoholic content) ac- 
counted for 28,572,483 gals., an 
increase of 0.2% over the 38,480,- 
050 gals. reported in '54. Vermouth 
had a 2.3% gain last year for a 
total of 3,246,263 gals., against 
3,173,387 gals. in ’54. 

Dessert wines (with alcoholic 
content of 21% to 24%) fell off 
12%, from 509 gals. to 448 gals., 
and other aperitif wines dipped 
73.9%, from 373,909 gals. to 97,748 

Is. 


It is noteworthy that wine ad- 
vertising in magazines also reached 
a new high in '55. For the first 
time, according to tabulations pre- 
viously published, this classifica- 
tion totaled in excess of $2,000,000, 
an increase in dollar volume of 
26% and of 7% in number of pages. 


MAREET FOR SPANISH 
SHERRY SEEN GROWING 

New York, July 3—Americans 
are becoming more wine-conscious, 
according to the Marques de 
Torre-Soto, member of a promi- 
nent Spanish sherry manufactur- 
ing family in Jerez. He predicted 
today a 50% increase in Spanish 
sherry sales in the U. S. within the 
next few years. 

the first two months of 
1956, he said, Spanish sherry re- 
moved from pre-tax storage was 
35% above the comparable 1954 
gallonage and 26% greater than 
the 1955 total. At the same time, he 
said there has been a 90% increase 
in actual shipments from Spain, 
reflecting a stock-piling situation 
early in 1955. 

A major reason for the Marques’ 
visit, he said, was to observe 
trends in American taste for the 
three major types of Spanish 
sherry—the dry finos, the medium 


Borton 


to Mr. 


Moore 


HONORED—Mark Seelen, former vp and general art director of Out- 
door Advertising Inc., receives the Advertising Federation of Amer- 
ica’s award for distinguished service from Elon G. Borton, presi- 
dent and general manager of AFA. Mr. Seelen was honored for 
his leadership in creating the outdoor poster campaigns used by 
AFA in its programs for National Advertising Week and its cam- 
paigns for better public understanding of advertising over the past 
eight years. Warner R. Moore, president of OAI, joins in the tribute 


Seelen. 


(Continued from Page 2) 
getting the lowest price from the 
media. 

Space brokers are an important 
force in Italian advertising. The 
leading brokers are exclusive rep- 

tatives of a great number of 
publications. Newspapers and mag- 
azines generally sell their white 
space outright to the broker for a 
flat price. 

For example, a newspaper will 
sell all its white space for a year 
to a broker for $10,000. The broker 
then re-sells the space to advertis- 
ers at the best possible price he 
can get. Anything he gets over 
$10,000 is pure profit. ; 

CPV started in Italy the 
Elizabeth Arden business, British 
European Airways and British 
Travel & Holidays Assn. Its suc- 
cess stems largely from the acqui- 
sition of Italy’s largest advertiser, 
Colgate-Palmolive. 


= CPV does not handle the whole 
Colgate account, but it now has a 
bigger share than any other agen- 
cy. Its portion includes Colgate 
toothpaste, Ola and Vel (two de- 
tergents), Halo, Eos toilet soap 
and Palmolive talc. 

The agency also services Shell 
Oil, Hoover, Necchi, American 
Safety Razor Corp. and Ferdinand 
Mulhens (4711 cologne). Bringing 
Colgate into the shop cost the 
agency two erstwhile clients— 
Brylcreem and Whitehall Pharma- 
cal (Kolynos). 

Mr. Thompson believes Italy 
represents a worth while invest- 
ment opportunity for American 
packaged food manufacturers. This 
field, he said, has been relatively 
undeveloped up to now. His own 
agency recently took on as a client 
the McCormick spice producers, of 
Baltimore. He emphasized that the 
opportunity in Italy is for local 
manufacture, rather than export 
from the U. S. 

Mr. Thompson said CPV employs 


or “cream” sherries. 


are in demand as an aperitif for 
business men’s lunches and cock- 
tail parties and for use in such 
mixed drinks as the Exterminator 
(with vodka) and the Sherratini 
(with gin). The amontillado and 
oloroso types, he noted, are served 
largely with meals in quality ho- 
tels and restaurants and in the 


home. 


amontillados, and the sweet oloroso : & 
He noted that the fino sherries| i ; 


Brokers, Rebates; Rake-offs Add Up to Chaos 
in Italy's Ad Business, Says CPV’s Thompson 


some 50 persons. Three are British. 
He has no Americans but would 
be interested in hiring one who 
has fluency in Italian. A top copy 
man in Italy draws a salary of 
$250 a month, he said. 


= Aside from CPV, there are only 
two foreign-financed agencies in 
Italy—J. Walter Thompson Co. 
(which he said is run by old- 
school-tie Britishers) and Lintas 
Ltd., the Lever Bros. house agen- 
cy. 

Mr. Thompson himself is an 
Englishman captivated by Italy. 
He married an Italian girl whom 
he met there in the course of the 
war. Prior to going to Italy four 
years ago, he worked as an ac- 
count group head at Masius 
& Fergusson, London, successor 
agency to Lord & Thomas in Brit- 
ain. 


Hampden, Rudd to ‘Reporter’ 

Paul Hampden and Roger Rudd 
have been named assistants to the 
publisher of The Reporter, New 
York. Mr. Hampden was formerly 
travel advertising manager of the 
Saturday Review. Mr. Rudd was 
formerly circulation director of the 
Japanese-language and troops edi- 
tions of the Reader’s Digest. 


Fromstein & Levy Adds One 

Fromstein & Levy, Milwaukee, 
has been appointed to handle ad- 
vertising for Aluminum Industries, 
manufacturer and distributor of 
Alin products. 


KENNETH D. STEWART has been named 
vp and Southern California branch 
manager in Los Angeles of Honig- 
Cooper Co., which headquarters in 
San Francisco. He formerly was an 
account executive of Ruthrauff & 


Ryan, Los Angeles. 
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Ads Are Business Investment, Not 
Media Subsidy, French Admen Hear 


(Continued from Page 2) 

ly visual impact, while the graphic 
treatment itself has become more 
streamlined, more sophisticated, 
and more charged with meaning. 

Prof. Huyghe ended on a note of 
warning; as techniques improve, 
advertising becomes a more pow- 
erful weapon of persuasion, he 
said. This is fine, he added, so long 
as the aim is to persuade people to 
buy automobiles, detergents or 
Savings bonds; but there is a dark- 
er side to the picture in the pos- 
sible use of these same techniques 
for unscrupulous ends, notably in 
the political sphere. Admen there- 
fore carry a heavy responsibility, 
since they alone possess the know- 
how to utilize his weapon to fullest 
advantage, Prof. Huyghe said. 


® France is getting more and more 
public relations conscious, but the 
French press is far from happy 
about the way a great many so- 
called pr men bombard newspa- 
pers with press releases which 
really consist of little more than 
advertising copy in editorial guise. 

Claude Bellanger, managing di- 
rector of Le Parisien Libéré, de- 
plored this practice and urged 
more strict conformance with the 
existing code of professional prac- 
{ ce relating to pr in France. 

This view was supported by R. 
L. Dupuy, head of one of France’s 
leading agencies and president of 
the National Assn. of Advertising 
Consultants. 

One of the topics discussed at 
the congress was the question of 
commercial television, which has 
been a thorny problem in France 
for many months. French radio 
and ty are non-commercial, like 
Britain’s BBC, although some areas 
of France receive sponsored pro- 
grams from transmitters located 
just outside the borders, notably 
in Luxembourg, the Saar, and 
Monte-Carlo. Télé-Luxembourg in 
particular, since its inception just 
over a year ago, has enjoyed a 
considerable boom and is attract- 
ing an increasing number of 
French advertisers. 


@ But the French press sees com- 
mercial tv as a major menace to 
its own advertising revenue and 
vigorously opposes any move to 
introduce sponsored programs in 
France itself. Some French pub- 
lishers, however, take a broader 
view, pointing out that in Britain 
and the U.S., expenditures in tv 
have had little effect on the reve- 
nue of other media. 

Champion of those who believe 
in letting commercial television 
into France is Léon Chade, who 
runs the provincial daily, L’Est 
Républicain, circulating in the very 
area covered by Télé-Luxembourg. 
Mr. Chade feels there is no stop- 
ping progress, and he declared 
newspapers will have to face up to 
changing circumstances created by 
the advent of tv advertising. 

Television as an ad medium 
also is supported by Jacques Thi- 
baud, editor of the advertising 
magazine Actualités Publicitaires, 
who put it this way: “Just because 
the newspapers have up to now 
had the lion’s share of advertis- 
ing, they must not imagine they 
have an a priori right to be sub- 
sidized by their advertisers so that 
they can remain in circulation. 


8 “Every time a new medium ap- 
pears, we hear the cry: ‘Advertis- 
ing appropriations are not elastic!’ 
But what is an advertising appro- 
priation? Is it a sum set aside for 
the benefit of the media—or is it 
an investment whose object is to 
bring in business?” 

In his concluding remarks, Henri 
Henault, president of the congress 


and head of the Synergie ad agen- 
cy, said: “We realize we have a 
lot to learn from the U. S., but we 
are confident that in the years to 
come France will make immense 
strides in the application of ad- 
vertising techniques and that our 
profession will make a major con- 
tribution to the expansion —of 
France’s economy.” 

Some 30 foreign admen attended 
the congress. Among them were 
Frederic Gamble, president of the 
American Assn. of Advertising 
Agencies, and Lt.Col. Alan Wilkin- 
son, president of the Institute of 
Practitioners in Advertising (Brit- 
ain’s Four A’s). Other countries 
represented were: India, Turkey, 
Italy, Germany, Beigium, Den- 
mark, Sweden, Netherlands, Por- 
tugal and Switzerland. 


‘Buy TV’ Boosters 
Flood Detroit with 
Survey Statistics 


(Continued from Page 2) 
used to support the case for tv ad- 
vertising as he outlined it to Gen- 
eral Motors executives last week. 

Mr. Weaver’s charts were based 
on a 10-city Advertest study made 
in June. Some 128 dealers, repre- 
senting all Big Three auto makers, 
and 335 customers in their show- 
rooms were questioned. 

Of the shoppers queried, 61% 
said tv advertising stood out most 
strongly. Next in line were maga- 
zines (22%) and newspapers 
(17%). 

As in the case of the TvB and 
ABC findings, tv rated high as a 
means of pulling people into the 
showroom. Half of the shoppers 
credited tv with doing most to get 
them there; newspapers and maga- 
zines were next, with 16% and 
13%, respectively. 


@ When asked what medium they 
thought most of their company’s 
budget should be spent on if only 
one were to be used, 59% of the 
dealers chose tv, against 38% for 
newspapers, 10% for magazines, 
3% for radio and 1% for outdoor. 
Slightly more than half of the 
dealers thought their company 
should increase its tv budget; 42% 
recommended current levels of tv 
expenditures and 5% were for a 
cutback. 

Asked where they had noticed 
their company’s advertising re- 
cently, 84% of the dealers men- 
tioned tv, against 73% for maga- 
zines, 69% for newspapers, 30% 
for radio and 10% for outdoor. 

Television was the dealer's 
choice for the most effective 
means of luring potential custom- 
ers in for a look at their new 
cars. Fifty-nine per cent selected tv 
as the most effective advertising 
for stimulating showroom traffic, 
compared with 42% for news- 
papers, 12% for magazines and 9% 
for radio. 


Tampa TV Station Sold 

Oklahoma Publishing Co., which 
publishes the Daily Oklahoman 
and Times, Oklahoma City, has 
purchased WTVT, Channel 13, 
Tampa, Fla., for $3,500,000, subject 
to FCC approval. The company 
also owns WKY and WKY-TV, 
Oklahoma City, and WSFA-TV, 
Montgomery, Ala. 


WATV Buys Movie Rights 
WATV, Newark, has bought 
rights to 52 Twentieth Century- 
Fox films for a total of more than 
$500,000 frora National Telefilm 
Associates. NTA acquired the dis- 
tribution rights ic the feature 
films from the motion picture com-~- 


pany. 
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GAIN IN POPULATION 
a SINCE 1950 CENSUS 
g ( Metropolitan Area) 
2 EEL PASO 
5320 M2 
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GREATER TUCSON, 110 SQ.MI. 


POPULATION 197,543 


growth that means an an ever audience for your pects yen want to seat ran ts Ce see oe See 
census, Tucson’s cor- po Bei. (pop. 239,000), that is over 100 miles from any in Pg 
porate city limit population has swiftly risen to 91,214 because e size! You can reach it all with Tucson Newspapers 

j "Caveuiiee 91% Greater Tucson, 84% Pima County, 73% ce wll 


*Tucson Gas, Electric Light & Power Co. Population Estimate 5/26/56 
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